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Who’s  Your  Ben  Bradlee? 


r 


EDITORef  PUBLISHER. 


very  journalist  has  that 
editor.  The  one  who  pushed, 
mentored,  challenged  and 
motivated  you  to  become 
abetter  journalist.  For  some  report¬ 
ers,  that  editor  was  Ben  Bradlee.  The 
longtime  Washin^on  Post  editor 
passed  away  Oct.  21  at  the  age  of  93. 
After  his  death.  Bob  Woodward  and 
Carl  Bernstein,  reporters  Bradlee 
famously  lead  during  the  Watergate 
scandal,  remembered  their  editor  as 
“fierce”  and  a  “truth  seeker  above  all.” 
Bradlee  not  only  transformed  the  field 


Isn’t  that  the  best  way  to 
honor  those  editors  who 
have  molded  and  shaped  us? 
To  carry  their  encouraging, 
and  sometimes  tough,  words 
into  the  stories  we  put  out? 


of  journalism,  but  he  transformed  the 
lives  of  two  young  reporters. 

For  me,  my  Ben  Bradlee  was  a  man 
named  Bill  Brovm.  I  started  my  jour¬ 
nalism  career  a  few  years  out  of  college 
as  a  staff  \witer  for  the  weekly  Allegan 
County  News  in  Allegan,  Mich.  Bill 
was  a  terrific  editor,  who  always  kept 
his  door  open  for  his  reporters  and  for 
readers.  He  was  knosvn  for  two  things: 
his  op-ed  column  that  wasn’t  afraid  to 
call  out  local  politicians  and  cause  a 
little  bit  of  debate  to  circulate  around 
the  count}',  and  his  catch  phrase  “Not 
bad  for  an  old  guy.” 

Thanks  to  Bill,  I  learned  how  to  ask 
the  right  questions,  tell  a  good  stor}' 
and  build  contacts  in  the  community. 

1  welcomed  visits  from  Bill  whenever 
he  stopped  by  my  desk  to  discuss  a 
stoiy,  but  as  a  young  reporter,  I  don’t 


think  1  fully  appreciated  that  extra  at¬ 
tention.  Looking  back,  I  can  now  un¬ 
derstand  he  was  helping  me  develop 
better  stories. 

Bill  was  in  his  seventh  year  as  editor 
when  he  passed  away  in  November 
2008  at  the  age  of  77.  When  you  work 
for  a  small  newspaper,  you  not  only 
write  the  stories  but  you  layout  the 
newspaper  as  well— and  I  was  the  one 
tasked  ^vith  laying  out  Bill’s  obitu- 
ar}'  the  week  after  he  passed.  It  was 
a  veiy  somber  experience,  but  on  the 
other  hand,  the  paper  was  also  filled 
vdth  fond  memories  of  Bill  vTitten  by 
staff  members.  I  saved  a  hard  copy  of 
that  issue  and  recently  pulled  it  out  of 
storage  in  order  to  write  this  editorial. 
Those  fond  memories  came  rushing 
back  to  me,  in  particular  a  moment 
I  mentioned  in  my  write-up  where  I 
shared  one  of  the  last  things  Bill  told 
me  in  the  office  before  he  became  ill. 
He  said  I  wrote  ^vith  heart,  and  that’s 
something  I’ve  taken  and  applied  in  all 
my  ^vriting  endeavors. 

And  isn’t  that  the  best  way  to  honor 
those  editors  who  have  molded  and 
shaped  us?  To  carry  their  encourag¬ 
ing,  and  sometimes  tough,  words  into 
the  stories  we  put  out?  I  think  so. 

In  this  month’s  issue,  we  discuss  the 
future  of  stor}telling  and  the  many 
emerging  platforms  and  technologies 
now  available.  Somewhere,  there’s  a 
young  journalist  updating  a  T\vitter 
account,  creating  a  video  gallery,  or 
coding  a  website  page,  but  rest  as¬ 
sured,  there’s  an  editor  telling  him  he 
can  do  it  better. 

We  also  recognize  our  EPPY  wn- 
ners  this  month,  and  we’re  reminded 
of  the  new  and  exciting  things  occur¬ 
ring  in  newsrooms  around  the  world. 
In  some  of  them,  editors  are  now 
known  as  content  strategists,  but  their 
role  should  remain  the  same.  To  push, 
mentor,  challenge  and  motivate  jour¬ 
nalists  to  improve  in  their  craft.— AT 
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Newspapers,  time  to  tweak 
your  marketing 

Daniel,  great  column!  (“Shoptalk: 
Newspapers  Must  Work  Harder  to 
Attract  Younger  Readers,”  October 
2014)  I  am  in  the  newspaper  busi¬ 
ness.  I  have  three  sons.  I  also  have  four 
newspapers  delivered  to  the  house  dai¬ 
ly.  I  watched  by  boys  grow  up  on  print. 
First  it  was  the  comics,  which  they 
still  read  of  course,  but  over  the  years, 

I  watched  them  migrate  to  other  sec¬ 
tions.  I  watched  them  acquire  knowl¬ 
edge,  which  is  power,  and  then  use  it 
to  tweak  their  siblings,  which  is  natu¬ 
ral.  I  will  say  this,  what  the  newspaper 
industry^  has  done  from  a  marketing 
perspective  to  attract  younger  read¬ 
ers  is  a  travesty.  I  am  not  sure  where 
our  collective  inability  to  toot  our  o^^^l 
horn  comes  from  but  I  suspect  it  has 
something  to  do  with  the  business  we 
are  in— we  are  charged  to  be  on  the 
outside  looking  in— to  always  be  ob¬ 
jective.  To  tell  people  how  great  we  are 
and  why  they  need  us  is,  well,  subjec¬ 
tive.  We  must  find  a  way  to  get  around 
this  thinking  and  let  people  first  know 
how  much  fun  we  can  be,  and  second 
that  it  is  our  charge  to  keep  a  demo¬ 
cratic  process  healthy.  It’s  important. 
DAN  DALTON 

Submitted  on  editorandpublisker.com 


Reap  what  you  sow 

Bill  Ketter,  former  editor  of  my  former 
newspaper.  The  Patiiot  Ledgei',  and  for¬ 
mer  president  of  the  American  Society 
of  Newspapers,  warned  as  far  back  as 
1996  that  media  companies  were  eating 
their  seed  com.  (“Business  of  News: 


Taking  New  Stock,”  October  2014)  Of 
course,  while  he  was  traipsing  about  the 
country  delivering  this  message,  his  o\m 
publisher  was  eating  his  own  paper’s 
seed  com  to  tart  up  the  numbers  for  a 
sale  of  the  business  in  1997-  It’s  since 
been  bought  by  GateHouse,  picked 
clean  and  ground  into  dust  while  its 
execs  continue  to  reap  bonuses  by  firing 
people.  Works  for  them,  I  guess. 

VICTOR  DERUBEIS 

Submitted  on  editorandpublisher.com 

Pulling  the  trigger 

We’ve  all  been  on  deadline  and  had  to 
make  the  call.  I  don’t  feel  the  decision 
was  wrong  or  right.  We  also  were  not 
given  the  underlying  justification  by 
the  editor.  (“Critical  Thinking:  Should 
newspapers  make  editorial  decisions 
based  on  real-time  reader  feedback?” 
October  2014)  We  w'eren’t  told  how 
many  comments  from  how  many  dif¬ 
ferent  “readers.”  Also  there  are  legal 
ramifications  to  telling  readers  what 
you  are  going  to  print,  getting  feed¬ 
back  and  then  running  it  anyway.  I 
will  point  out  an  honest  discussion  in 
the  newsroom  today  wall  help  editor’s 
pull  the  trigger  tonight. 

FLOYD  INGRAM 

Submitted  on  editorandpublisher.com 
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Don’t  Shoot! 

Wochit  lets  users  make  video  in  mere  minutes,  sans  camera 

By  Rich  Kane 


Newspaper  photogra¬ 
phers  no  longer  need 
darki’ooms.  Print  journalists 
have  no  use  for  typewriters. 
Then  there’s  the  two-year-old  com¬ 
pany  Wochit,  a  cloud-based  platform 
that  neatly  removes  the  video  camera 
from  the  job  of  rideo  making. 

Even  more  intriguing,  senior  \ice 
president  Drew  Berkowtz  says  his 
two-year-old  company  can  help  users 
create  a  rideo  for  any  written  story 
in  just  10  minutes.  And  in  this  age  of 
Web  surfers  who  not  only  demand 
instant  news  gratification  but  who  also 
have  an  unquenchable  need  for  \ddeo 
content,  Wochit  seems  to  be  perfectly 
positioned  for  success. 

“We  provide  a  platform  wdth  which 
people  who  have  no  production  skills 
can  make  a  compelling  video,”  said 
Berkowtz.  “We’ve  never  gone  out  and 
said  this  replaces  broadcast  rfdeo,  but 
this  enhancement  is  tremendous  for 
publications  that  are  trjdng  to  get  a 
news  stor)f  out  quickly.  And  the  infor¬ 
mation  interests  of  the  public  favor 
rfdeo  instead  of  the  written  word.” 

Wochit-crafted  videos  are  mostly 
about  a  minute  long,  feeding  a  news 
consumer’s  short-attention-span 
needs  while  making  life  easier  for 
publishers  and  editors  through  speed 
and  efficiency.  And  indeed,  no  video 
shooting  or  video  editing  experience 
is  required.  A  video  maker  only  has 
to  go  into  the  system,  choose  a  story 
from  the  task  manager  (or  \\Tite  one 


fi’om  scratch),  enter  a  URL  or  three, 
pick  out  stock  photos,  clips  or  graphics 
from  partnered  sources  like  Reuters, 
AP  and  Getty,  throw  in  some  narra¬ 
tion  (or  send  it  out  to  one  of  Wochit’s 
professional  voiceover  talents),  add 
salt,  stir  vigorously,  bake  at  350 
degrees,  and  viola— hot,  fresh-from- 
the-oven  video  content,  ready  for 
uploading  to  any  website  or  social 
media  outlet.  And  yes,  Wochit  videos 
are  mobile-friendly. 

More  than  75  clients  are  using 
Wochit,  said  Berkovritz,  and  not  just 
for  editorial  content.  The  New  York 
Daily  News  brands  it  vrith  native 
advertising  projects  like  its  “Your  City: 
Then  &  Now”  Web  feature,  which  is 
sponsored  by  a  health  care  company. 
Warner  Music  uses  Wochit  for  a  music 
news  channel  on  its  YouTube  page. 

“My  idea  is  to  go  to  Huggies  and 


>  Drew  Berkowitz,  Wochit  senior  vice 
president 


match  them  with  celebrity  baby 
news,  or  Kleenex  for  marriages,”  said 
Berkowitz. 

On  the  company’s  own  YouTube 
page  and  its  news,  entertainment, 
business  and  tech  verticals,  there  are  a 
staggering  66,000  videos  that  people 
have  made  using  Wochit. 

“Our  editorial  videos  stem  from 
journalism,”  Berkowitz  makes  clear. 
“But  there  is  still  a  need  for  great 
writing,  because  our  videos  are  based 
on  a  story  of  some  kind.  For  Wochit 
users,  there’s  very  low  risk  because 
we  cut  so  much  time  off  of  what  had 
been  a  long  process.” 

For  more  information,  go  to  wochit. 
com. 
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Groovin’  On  A 
Sunday  Afternoon 

California  Sunday  revives  the  weekend  magazine, 
but  the  ads  may  be  its  real  strength 


The 

California 

Sunday 

Magazine 


In  October,  some  400,000  special¬ 
ly-selected  subscribers  of  the 
Los  Angeles  Times,  San  Fran¬ 
cisco  Chronicle  and  Sacramento 
Bee  found  something  extra  stuffed 
into  their  Sunday  paper,  a  new  publi¬ 
cation  dubbed  The  California  Sunday 
Magazine  {califomiasunday.com). 

It  certainly  stands  apart  from 
the  typical  editorial  sections  and 
advertising  inserts  one  finds  in  the 
fattest  newspaper  of  the  week.  No 
content  teasers  on  the  cover,  just  a 
logo  and  an  eye-grabbing  image  that 
entices  you  to  explore  what's  inside 
(the  first  issue  ran  a  robust  58  pages). 
The  magazine  is  generous  vdth  big 
photos  and  compelling  long-form 
feature  writing  about  the  rebooting 
of  virtual  reality,  the  strange  disap¬ 
pearance  of  a  Peruvian  game  show 
contestant,  life  along  the  U.S.-Mexico 
border,  and  profiles  of  anyone  from 
author  Anne  Flice  to  Southern  Cali¬ 
fornia  doughnut  king  Ted  Ngoy. 

It’s  a  high-quality  pub  that’s 
refreshingly  imexpected,  something 
that’s  been  called  a  West  Coast  ver¬ 
sion  of  The  New  Yorker. 

"We’re  rooted  in  the  West  and  the 
wider  West,’’  said  California  Sunday 
founding  editor  Doug  McCray.  "I 
think  there’s  an  interesting  oppor¬ 
tunity  here.  New  York  City  is  great, 
but  California  is  huge  and  influential, 
and  it  deserves  its  own  title.  It  may 
say  ‘California’  in  the  name,  but  the 
stories  are  for  a  national  audience.’’ 

The  magazine  has  unusual  origins 
as  a  popular  ongoing  San  Francisco 
live  stage  show  McCray  and  Califor¬ 
nia  Sunday  publisher  Chas  Edwards 


k  California  Sunday 
founding  editor  Doug 
McCray  (ieft)  and  pub- 
iisher  Chas  Edwards 


created  called  "Pop-Up  Magazine,’’ 
where  storytelling,  photography  and 
art  combine,  complete  with  in-per¬ 
formance  advertising. 

"If  brands  were  going  to  speak  to 
our  ‘Pop-Up’  audience,  then  they  also 
had  to  speak  about  their  brands  from 
the  stage,"  said  Edwards.  "We  told 
brands  that  it  would  strike  the  wrong 
note  if  they  stepped  to  the  mic  and 
read  a  press  release,  so  we  found  a 
way  to  craft  a  story  around  it." 

That  unique  ad  strategy  has  ex¬ 
panded  to  California  Sunday,  where 
Edwards  helps  brands  figure  out  how 
to  convey  their  story.  The  ads  are  inter¬ 
esting,  even  intellect-stroking.  There’s 
a  thoughtful  email  exchange  on  the 
creative  process  between  indie  musi¬ 
cians  Ben  Cibbard  and  Mark  Kozelek, 
subtly  sponsored  by  MailChimp,  and 
extended  over  on  the  magazine’s 
website,  A  Lexus  ad  is  presented  as  a 
photo  diary  of  a  drive  along  California’s 
majestic  Highway  1. 

A  Coogle  Play  ad  that  takes  up  the 
magazine’s  back  cover,  featuring  art¬ 
ists  and  musicians  telling  you  what 


music  and  film  inspires  them,  invites 
further  exploration  on  California 
Sunday's  website,  where  an  animated 
video  (with  the  artist’s  own  voiceover) 
tells  their  stories.  Then,  conveniently, 
you  can  download  their  picks  directly 
from  Coogle  Play. 

All  of  these  are  labeled  "story 
advertisements"  in  the  magazine, 
but  they're  really  a  classier  form  of 
native  advertising. 

"Native  advertising  is  a  very  broad 
topic,"  McCray  said.  "Mostly,  that’s 
been  defined  as  really  quick-produced 
stuff  that’s  trying  to  trick  you  into 
something.  We’re  doing  something 
that’s  clearly  labeled  advertising,  but 
we  also  try  to  make  it  inspiring." 

California  Sundayis  aimed  at 
young  tech-sawy  hipster  urbanites, 
and  for  now  is  only  being  inserted  in 
newspapers  distributed  in  neighbor¬ 
hoods  of  the  three  aforementioned 
cities.  McCray  and  Edwards  hope 
to  eventually  publish  it  every  other 
week,  then  weekly,  and  possibly 
partner  with  other  newspapers  in 
the  state.  -  RK 


oclitoranripublisher.com 


nKCKMBKK20U  |  K&P  |  9 


[the  A  section] 


We  Have  Liftoff! 

LaunchPad  connects  Pennsylvania  news  outlets  with  digital  startups 


The  Pennsylvania  News- 

Media  Association  knows 
that  new  technologies 
shouldn’t  be  intimidating  or 
threatening.  But  here’s  a  trigger 
warning,  anyway— if  you  still  haven’t 
figured  out  what  this  crazy  Internet 
thing  is,  you  should  probably  stop 
reading  now. 

In  fact,  the  PNA  is  not  only  embrac¬ 
ing  digital  innovation,  it’s  also  backing 
them  up  by  pairing  tech  startups  vrith 
real  newspapers  (and  their  websites) 
in  the  Keystone  State— papers  that 
could  stand  to  greatly  benefit  from 
implementing  these  ideas  in  their 
newsroom  or  on  their  advertising  side. 

That’s  the  thinking  behind  PNA’s 
LaunchPad  program,  which  recently 
wTapped  up  its  debut  year  when  its 
ad\isoiy  panel  picked  three  compa¬ 
nies  from  a  group  of  about  15  to  pitch 
their  products  at  the  90th  annual 
PNA  convention,  held  in  Pittsburgh  in 
early  November.  Their  reward  was  the 
chance  to  get  some  one-on-one  time 
wth  potential  customers. 

“What’s  interesting  to  me  is  how 
many  new  tech  companies  are  out 
there  wth  products  that  have  syner¬ 
gies  with  media  companies,  in  terms 
of  creativit)^  and  diversity,”  said  PNA 
president  Teri  Henning.  “A  large 
majority  of  our  members  are  family- 
owned,  and  because  of  that,  we  think 
Pennsylvania  is  a  very  rich  environ¬ 
ment  for  this  kind  of  program,  because 
smaller  newspapers  are  more  willing 
to  try  new'  things  and  products  to  help 
position  themselves  for  the  future.” 

The  selection  criteria  w'as  based  on 
categories  such  as  ease  of  use,  audi¬ 
ence  potential,  importance  to  the  news 
industr}',  and  several  others,  Henning 
said. 

This  year’s  winning  entries  included 
Pennsylvania-based  TapCliq  (tapcliq. 


>  (Left)  Leo  Hermacinski,  CEO  of  presenting  company  dSide  Technologies,  speaking  with 
Bob  Krasne,  publisher  of  LNP  Media  Group.  (Right)  Evan  Ambinder,  director  of  business 
development  for  presenting  company  FEM  Inc. 


com),  a  user  engagement  and  adver¬ 
tising  platform  for  mobile  de\ices 
that  offers  contextual  interaction  at 
moments  when  a  user  is  most  recep¬ 
tive,  and  FEM  Inc.  (fem-inc.com), 
based  in  Los  Angeles,  which  delivers 
relevant  \ideo  experiences  for  websites 
and  apps,  including  high-performing 
content  recommendations. 

The  third  wanner,  Boston’s  dSide 
Technologies  (dsidetechnologies.com), 
boasts  a  customizable  classified  plat¬ 
form  that  allows  readers  to  discover, 
compare,  and  rank  things  like  homes 
and  cars  in  a  fast,  engaging,  interactive 
w'ay. 

“We’re  very  excited,”  said  dSide 
CEO  Leo  Hermacinski.  “For  news¬ 
papers,  dSide  will  differentiate  the 
vehicle  and  real  estate  classifieds  from 
all  other  e-commerce  sites  and,  more 
importantly,  wall  generate  incremental 
ad  impressions  and  revenue.” 

“Some  entries  aimed  to  increase 
newspaper  audiences,  others  were  fo¬ 
cused  on  revenue  generation,  but  the 
goal  is  that  they  would  be  adopted  suc¬ 
cessfully  at  media  companies  around 
the  state,”  Henning  said.  “Some  have 


ideas  about  building  on  existing  prod¬ 
ucts,  some  have  things  we’ve  never 
thought  about,  seen,  or  tried  before. 
There’s  been  a  lot  of  creativity.” 

Reached  after  the  PNA  convention, 
Henning  said  the  first  LaunchPad 
went  over  so  w'ell  that  they’re  hoping 
to  eventually  conduct  it  several  times 
each  year. 

“The  crowd  seemed  really  interested 
in  the  technologies,”  said  Henning. 
“And  it  was  a  nice  range,  wath  adver¬ 
tising,  classified  and  ^^deo  represent¬ 
ed.  'file  next  step  is  to  match  the  tech 
up  with  media  companies,  and  we’re 
looking  forward  to  that.”— /iK 


;  “Don’t  pick  something 
;  that’s  gonna  get  phased 
^  out,  like  video  store 
clerk  or  journalist.”  ^ 
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Place  all  these  applications  with  Vision  Data  and 
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’  what  you  NOW  pay  for  them  all. 
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Windows  to  the  World 

The  Seattle  Times  teams  up  with  Microsoft  for  its  newsreader  app 


The  world  is  dominated 

by  two  t>T)es  of  mobile 
phone  platforms:  Android 
and  Apple.  And  then  there’s 
Microsoft  and  its  Windows  phone, 
wth  a  mere  3.6  percent  of  the  U.S. 
market  share,  according  to  stats 
released  in  September  by  comScore. 

But  if  you’re  the  Seattle  Times,  and 
an  opportunity  arises  where  you  can 
partner  up  %vith  Microsoft  on  a  newly 
redesigned  newsreader  app  for  its 
Windows  phone,  you  ignore  the  statis¬ 
tics  and  focus  on  the  positives.  Since 
Seattle  is  basically  a  Microsoft  (and 
Amazon,  and  Starbucks)  company 
to^^^^,  with  its  headquarters  in  nearby 
Redmond,  a  partnership  ^vith  the 
Times  would  seem  serendipitous. 


“Microsoft  has  a  small  share  of  the 
phone  market,  but  vnth  the  Seattle 
Times,  that’s  not  an  insignificant 
share,”  editor  Kathy  Best  said.  “It’s 
a  lesson  that  we  can  apply  as  we  as¬ 
semble  on  multiple  platforms,  and  a 
great  way  to  go  forward.” 

Unlike  many  other  newsreader 
apps,  the  Times  app,  released  in  June, 
highlights  the  paper’s  photography  in 
addition  to— but  not  at  the  expense 
of— more  familiar  text  layouts. 

“We  knew  we  wanted  it  to  be  usu¬ 
ally  compelling  and  highlight  our 
journalism,  and  also  our  visual  stor>^- 
telling,  something  that  showcases  our 
photography  and  video  space,”  said 
Denise  Clifton,  visual  strategy  editor. 

“The  app  allows  us  to  showcase 


content  in  ways  that  we  don’t  do  now,” 
Best  said.  “Visuals  are  really  impor¬ 
tant,  and  the  app  takes  advantage  of 
some  of  the  ease  of  navigation.  It’s 
easy  to  get  to  sections  of  the  paper  that 
you  want  to,  there’s  customization  of 
fonts,  and  you  can  keep  photos  acces¬ 
sible  wherever  you  are  in  a  stor}^” 

All  this  is  a  precursor  to  a  major 
Times  website  overhaul  coming  in 
Januar)^  which  \rtll  also  include 
significantly  goosed-up  Times  apps  for 
Android  and  iOS,  Best  added. 

“The  Januarj'  updates  \rtll  provide 
a  much-improved  user  experience,” 
said  John  Frey,  senior  programmer  of 
information  technology.  “You’ll  see  a 
ma-jor  improvement  in  our  Web  expe¬ 
rience  on  all  platforms.” 


From  the  Archive 


What’s  the  best 
piece  of  business 
advice  you’ve 
ever  received? 

“One  of  my  former 
bosses  used  to  say  that 
revenue  is  a  byproduct 
of  doing  things  the  right 
way.  Now,  whether  or 
not  we  agreed  on  the 
►  Dan  Kleiner  interpretation  of  that 

statement  is  somewhat 

up  for  debate,  but  I  have  found  that  our  internal 
barometers  of  what  ‘the  right  thing  to  do’  is  are  typi¬ 
cally  pretty  well-tuned.  Walking  the  walk  is  tougher 
sometimes.  But  if  you  look  at  every  potential  sale 
from  the  perspective  of ‘what  is  the  right  thing  to 
do  for  this  customer’  instead  of  worrying  about  how 
far  that  sale  gets  you  towards  your  monthly  goal, 
eveiyone  wins.” 


Dan  Kleiner  is  the  publisher  of  the  Elgin  (Texas) 


i  AP  photographer  Horst  Faas  walks  along  a  Jungle  near  the  Vietnam  bor¬ 
der  and  Just  yards  away  from  a  suspected  Viet  Cong  campsite  which  he  and 
three  other  newsmen  “discovered.”  This  photo  originally  appeared  in  the 
Nov.  25, 1967  edition  of  E&P. 


Courier.  He  has  published  The  Karnes  County  wide  and 
Madisonville  Meteor,  and  also  worked  as  the  editor 
of  the  Wimherlcy  View  and  as  assistant  editor  of  The 
I^ke  Travis  View',  all  in  Texas. 
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Triathlrtt  runi  through  tha  pain  barriar  j 

Wa»hlr>9ton  pkkad  aUth  In  UPN**  Pac-12 
prataaton  coacha*  POM 


►  A  look  at  The 
Seattle  Times  news¬ 
reader  app. 


Blit  sliouldn’t  a  newspaper  in  one  of 
the  tecli  capitals  of  the  world  be  con¬ 
stantly  at  the  cusp  of  new  innovations 
that  would  improve  their  product?  Best 
offers  a  substance-over-style  answer. 

“We  always  want  to  do  something 
yesterday,  but  we  also  want  to  make 


sure  we  do  it  right,  and  make  sure 
we’re  producing  something  that  meets 
our  standards,”  she  said.  “But  since 
we’re  family-o^^^^ed,  we  don’t  really 
haye  deep  pockets,  so  we  wanted  to 
make  sure  we  get  the  biggest  bang  for 
our  buck.  The  family  wants  to  posi¬ 


tion  ourselves  in  the  best  place  for  the 
future.” 

“We  want  to  be  serving  read¬ 
ers  wherever  they  are,”  Clifton  said. 
“That’s  our  most  important  role— giv¬ 
ing  our  readers  the  most  pleasant 
storj'  reading  experience.”  -RK 


Innovation 
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Layout  Pagination,  Ad  Layout,  Ad  Tracking 
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SmartNews  is  an  app  with 

a  whopping  5  million  users 
in  Japan,  where  it  originated 
just  three  years  ago.  And 
now  -like  Pokemon  and  Hello 
Kitty— it’s  poised  to  conquer  America. 

Well,  maybe.  SmartNews  has  only 
been  available  through  Apple’s  iOS 
and  Google’s  Ajidroid  operating 
systems  since  October  1,  so  time  will 
tell.  Until  then,  it’s  necessary  to  ask 
the  folks  behind  SmartNews  if  mobile 
and  tablet  users  really  need  another 
way  to  get  their  news  amidst  the  glut 
of  sources  already  available. 

Rich  Jaroslovsky,  SmartNews  vice 
president  of  content,  thinks  they  do. 

“We  think  our  model  distinguishes 
us  from  others  in  the  aggregation 
space,”  said  Jaroslovsky.  ‘We’re  going 
off  of  social  signals,  memorizing  doz¬ 


ens  of  URLs  per  day,  looking  at  all  the 
content  that’s  being  shared  on  social 
media,  looking  at  how  widely  and 
quickly  it’s  all  being  shared.  So  out  of 
only  about  1,000  sites,  you  get  the  top 
news  stories  anytime.” 

SmartNews  has  a  clean  design  and 
interface,  with  simple  color-coded  flip 
tabs  a  user  fingers  through— the  usual 
entertainment,  sports,  lifestyle,  busi¬ 
ness,  and  other  topics  you’d  expect, 
employing  an  algorithm  that  pulls 
in  trending  news  from  popular  sites 
like  ESPN,  CBS  News,  NPR  and  the 
Associated  Press.  Another  tab  lets  you 
import  your  Twitter  feed. 

But  there  are  also  customizable 
tabs  that  pull  in  story  links  which  lead 
to  their  direct  sources.  Add  the  Los 
Angeles  Times  tab,  click  on  a  story, 
and  you’re  instantly  on  the  Times’ 
mobile  site.  Other  tabs  enable  you  to 
add  quick  access  to  the  Huffington 
Post,  Reuters,  Mashable,  TechCrunch, 
Bleacher  Report  and  more.  Think 
of  SmartNews  as  a  sort  of  Facebook 
timeline  filled  with  real  news  from 
reliable  sources,  minus  clickbait  clut¬ 
ter  like  Upworthy  and  your  friends’  cat 
videos. 


^  Rich  Jaroslovsky,  SmartNews  vice  presi¬ 
dent  of  content 


SmartNews 


So  far,  the  Times  is  the  only  news¬ 
paper  outlet  that  has  partnered  with 
the  app,  but  Jaroslovsky  said  more  are 
on  the  way. 

“Newspapers  are  extremely  impor¬ 
tant,  and  localizing  is  an  area  of  great 
interest  for  us.  SmartNews  provides 
what  a  good  newspaper  always  has 
done.  When  you  open  it,  you  get  news, 
so  there’s  no  logging  in  or  having  to 
answer  any  questions  to  read  content. 
We  wanted  to  lower  the  barriers  and 
reward  people  immediately  so  they  get 
news  right  away.” 

For  more  information,  visit  smart- 
news.com.  -  RK 


shoefie 

( 

(noun):  like  a  selfie, 
but  with  shoes 

“Shoefles  (sometimes  also  referred 
to  as  ‘selfeet’)  have  become  a 
growing  form  of  downward  selfie 
for  the  Instagram  set  among 
the  shoe-gazing  and  footwear- 
obsessed— and  perhaps  those  too 
shy  for  a  full-on  self-portrait.” 

Laura  Neilson,  The  New  York  Times 


{legal  brief}  t\ 


Los  Angeles  Times  sues 
Orange  County  Register 

As  reported  by  the  Los  Angeles 
Times,  the  newspaper  has  sued 
the  neighboring  Orange  County 
Register  for  breach  of  contract 
and  failure  to  pay  over  $2  million 
in  fees.  Times'  contracted  deliv¬ 
ery  drivers  had  been  distribut¬ 


ing  Register  subscribers  their 
copies  since  2009,  but  the  Times 
suit  claims  that  the  Register 
had  been  falling  behind  on  its 
payments  since  April  2013,  and 
had  recently  missed  payments 
altogether.  The  Times  said  the 
Register  was  in  default  on  their 
contract,  and  set  a  30-day  pay¬ 


ment  deadline.  Instead  of  paying 
their  bill,  the  Register  switched 
to  a  new  delivery  vendor,  break¬ 
ing  their  contract  with  the  Times. 
The  Times  summarily  voided  the 
agreement,  citing  that  the  Regis¬ 
ter  violated  the  Times' "exclusive 
right  to  deliver"  the  Register. 


^  Excess  leased  or 
U  owned  real  estate? 


We’ll  help  you  minimize 
costs  and  maximize  value. 


4  Hilco- 

Real  Estate 


For  a  needs  assessment  or 
more  information,  contact: 


Monetizing  Your  Printing  &  Publishing  Real  Estate  Assets 

Strategic  Lease  Respositioning  and  Owned  Property  Disposition 


..loi  I  Ncjcit.'j 
R‘i7.fjO'l24iT, 
inocilo@lii!r;oc5lobal.corn 

www.hilcorealestate.com 
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photo  of  the  month 


►  J)oug  Finger/ Gainesville  (Fla.)  Sun  / 

Emergency  crews  in  Gainesville,  Fla.  tend  to  an  accident  scene  involving  a  bus  and  a  Ford  Explorer.  The  Gainesville  Sun  reported  that  the 
victim  pictured  here  sustained  non-life-threatening  injuries.  No  word  if  he  contacted  the  attorney. 
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J-school  students  and  industry  vets 

tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to  i 
see  addressed,  please  send  it  to  I 

rich(a)editorandpublisher.com.  ! 


In  October,  the  president  of  the  South  Carolina  NAACP  called  on 
the  Augusta  Chronicle  to  issue  an  apology  for  publishing  slavery- 
related  content,  such  as  ads  seeking  slaves,  during  the  18th  and  19th 
centuries.  Should  newspapers  apologize  for  their  sins  of  the  distant 
past? 


A  If  I  was  publisher 
•  oi^eAug^sta 
•  Chronicle,  I  would 
not  run  an  apology. 

An  apology  often  implies  ad¬ 
mission  of  guilt,  but  no  living 
Chronicle  staff  member  is  at 
fault  for  running  such  ads.  We 
must  also  keep  in  mind  that 
past  publishers  are  viewed  as 
guilty  for  eliciting  the  bondage 
of  a  people  only  in  the  mod¬ 
ern  age.  During  the  18th  and 
19th  centuries  when  slavery 
was  legal,  the  Chronicle  did 
not  technically  partake  in  any 
illegal  activity. 

Therefore,  an  apology  from 
today’s  Chronicle  would  seem  disconnected  and  less  im¬ 
portant  than  addressing  closer  racial  issues,  such  as  racial 
micro-aggressions  or  lack  of  diversified  workplaces. 

I  agree  "with  the  Chronicle's  president  Dana  Atkins  when 
he  says  that  newspapers  act  as  time  capsules,  documenting 
both  the  good  and  the  bad  history.  Seeing  as  the  majority  of 
people  condemn  slavery  today,  modem  newspapers  must 
be  embarrassed  by  what  their  predecessors  once  published. 

But  an  apology  cannot  retract  the  ads,  just  as  it  cannot 
erase  245  years  of  slavery. 

Publically  apologizing  for  past  publishers’  sins  begs  the 
questions:  Who  would  the  apology  benefit?  Why  did  the 
NAACP  request  apologies  only  for  publishing  ads  and  not 
racist  editorials?  Would  an  apology  service  the  public  or 
merely  polish  the  Chronicle’s  name? 

The  apology  can  only  sen'e  as  good  PR  for  both  the 
NAACP  and  the  Chronicle.  Black-and-white  stories  sell. 
Media  has  been  known  to  exploit  racial  tension  and  will 
continue  to  do  so  if  we  dwell  on  past  mistakes  instead  of 
ti'jing  to  fix  present  problems.  And  if  a  newspaper  is  to 
apologize  for  one  sin,  wouldn’t  it  be  expected  to  address 
all  its  sins?  Newspapers,  to  exhibit  the  importance  of  free 
press  and  public  trast  in  news,  should  not  fold  under  pres¬ 
sure  from  outside  organizations. 


Alt’s  pretty  easy— 

•  and  rather  mean- 
•  ingless— to  apolo¬ 
gize  for  something  you  never 
did. 

So  I’ve  always  looked  with 
a  skeptical  and  somewhat 
discrediting  eye  at  editors  who 
issue  mea  culpas,  however 
sincere,  for  the  racial  sins  of 
editors  who  came  before  them. 

No  one  today  can  take 
responsibility  for  fugitive  slave 
ads,  or  editorial  campaigns 
against  abolition  or  the  chil 
rights  movement.  And  who’s  to 
say  that  the  editors  who  com¬ 
mitted  those  transgressions 
might  feel  compelled  to  apolo¬ 
gize?  Reaching  back  through 
history  to  speak  for  others  is 
an  exercise  fraught  with  the  danger  of  presumption  and 
misunderstanding. 

Instead,  I  think  current  newspaper  editors  ought  to 
speak  for  themselves,  in  the  powerful  and  important  voice 
they’ve  been  gifted.  Use  the  newspaper’s  reporting  and 
commentary  resources  to  thoroughly  explore  and  docu¬ 
ment  the  paper’s  racial  history,  and  share  the  details  with 
readers.  Explain  how  and  why  the  paper’s  past  unfolded, 
and— this  is  probably  most  important— put  it  into  current 
context.  Talk  about  the  differences  between  now  and  then, 
and  outline  the  paper’s  commitment  to  fairness  and  equal¬ 
ity  today— not  just  in  terms  of  coverage,  but  also  in  terms 
of  hiring  and  other  business  conduct.  Hold  community 
forums  where  the  newspaper’s  critics  and  staff  can  address 
the  past  and  the  present.  Reach  for  understanding  the  way 
only  a  news  organization  might. 

Better,  in  my  judgment,  to  confront  the  ghosts  of  racial 
history  the  way  newspapers  should  confront  all  contro¬ 
versies— wdth  dogged  reporting,  analysis  and  community 
engagement.  ■ 


Marisa  Pesa,  19 

sophomore,  Capital  (Ohio) 
University 


Pesa  is  a  professional  writing, 
creative  writing  and  philoso¬ 
phy  major.  She  has  been  on  the 
staff of  her  student  newspaper, 
The  Chimes, ^7*  two  years, 
and  is  now  the  publication’s 
layout  editor  and  chief  staff- 
reporter. 


Stephen  Henderson, 
44 

editorial  page  editor, 

Detroit  Free  Press 


Henderson  has  been  editorial 
page  editor  of  the  Free  Press 
since  January  2009.  Prior  to 
that,  he  was  a  reporter,  edito¬ 
rial  writer  and  editor  at  the 
Baltimore  Sun,  the  Chicago 
Tribune,  and  the  Lexington 
(Ky.)  Herald-: Leader.  He  is  the 
winner  of  the  2014' Pulitzer 
Prize  for  commen  tary. 
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An  exploding  audience  for 
digitai  newspapers 


Newspaper  digital  audience  unique  visitors,  Aug.  2013  -  Aug.  2014 
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February 
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June 

July 
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48% 


Eight  in  10  of  U.S.  adults  v^ho  were  online  in  August  2014 
accessed  newspaper  digital  content. 


Over  the  past  year,  young  women  (ages  18-24)  were  the  fastest 
growing  segment  of  the  newspaper  digital  audience,  rising  38%. 


More  than  nine  in  10  (92%)  women  ages  25-34  read  newspaper 
digital  content,  the  greatest  reach  among  any  age  or  gender.  X 

Source:  Nexospaper  Association  of  America 


Total 

18% 


U.S.  digital  newspaper 
unique  visitor  audience 
growth  over  the  previous 
year  by  access  device  | 


Source:  Newspaper  Association  ofAmeiica/comScore,  S^t  29, 2014 
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Where 
millennials 
get  their 


BuzzFeeo  BuzzFeed 


C!]I|3E|i]  Wired 


TIME  Time.com 


By  percentage  of  unique 
visitors,  age  18-34 


i  !.i-  guardian  The  Guardian 


OregoniL7ne.com  OregonLive.com  {The  Oregonian)  39.7% 


(thicago  OLributif  ChicagoTribune.com 


®l)fJfrtuJJork£lmcs  NYTimes.com 


j|&>nnsnbC  MSNBC.com 


Source:  NiemanLab 


Number  of  journalists  employed 
j  j  j,  j,  j,  at  U.S.  newspapers  j, ,,  ^ 

1989  59,000  2012  36,000  Vri't'Vl^ 


Source:  “The  Bad  Ncwft  about  the  News,”  Robert  G.  Kaiser,  October  2014 


Is  social  media  an 
important  source 
of  news  and 
current  affairs? 


Asked  of  3,044  millennials  (ages 
^  18-34)  in  10  countries 


Neither 
i^ee  nor 
disagree 


Source:  Cassandra 
Report  by  Noise/Tfie 
Intelligence  Group 
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How 

Newspapers 
Lost  the 
Millennials 

Publishers  must  focus  more 
on  finding  younger  readers 

By  Alan  D.  Mutter 


American  publishers 

and  editors  have  only 
themselves  to  blame  for 
failing  to  connect  wth  the 
millennial  generation  that  they— and 
most  of  their  advertisers— covet  the 
most. 

The  inability  of  newspapers  to 
resonate  t\dth  digital  natives  has  left 
them  with  a  daunting  demographic 
challenge.  Two-thirds  of  the  audi¬ 
ence  at  the  tj^ical  newspaper  is 
composed  of  people  over  the  age  of 
55,  according  to  Greg  Harmon  of 
Borrell  Associates.  “The  newspaper 
audience  ages  another  year  everj^ 
year,”  he  adds.  “Everj'one’s  hair 
ought  to  be  on  fire.” 

As  the  new'spaper  audience  grays, 
the  readers  that  newspapers  and  most 
of  their  advertisers  would  like  to  have 
are,  instead,  busily  racking  up  page 
\iew's  at  places  like  BuzzFeed,  Circa, 
Mic,  Upworthy,  Vice,  Vocative  and 
Vox. 

To  delve  into  the  demographic 
disparity,  I  pulled  the  audience  data 


on  mic.com,  which  comScore  calls  the 
favorite  news  destination  for  indi¬ 
viduals  between  the  ages  of  18  and 
34.  Although  many  publishers  and 
editors  never  may  have  heard  of  Mic, 
comScore  reports  that  it  is  visited  by  a 
thumping  60  percent  of  millennials. 

To  make  things  interesting,  I  com¬ 
pared  Mic’s  audience  wdth  the  aggre¬ 
gate  data  for  the  28  geographically  dis¬ 
persed  markets  served  by  McClatchy 
Co.,  the  largest  newspaper  company 
furnishing  user  data  to  quantcast.com, 
which  requires  publishers  to  opt  in  to 
its  data  service. 

Qyantcast  indexes  audiences 
against  the  national  population  to 
make  it  possible  to  compare  the 
demographics  of  one  w^ebsite  against 
another.  This  means  a  site  whose  au¬ 
dience  perfectly  mirrors  the  national 
age  distribution  would  index  at  100. 
Now,  here’s  how  Mic  compares  with 
McClatchy,  according  to  Quantcast’s 
data: 

At  Mic,  users  from  18  to  24  index 
at  156,  meaning  that  the  site  has  1.5 


times  more  readers  in  this  age  group 
than  the  national  average.  The  index 
climbs  to  171  for  the  25-34  crowd. 

The  story  is  quite  the  opposite  at 
McClatchy,  wdere  the  under-34  age 
groups  come  in  at  less  than  100  but 
where  the  incidence  of  older  readers 
is  above  the  norm,  indexing  at  108  for 
35-44, 117  for  45-54, 126  for  55-64 
and  125  for  65-plus. 

Assuming  McClatchy  is  represen¬ 
tative  of  the  industry— and  I  see  no 
reason  why  it  wouldn’t  be—  the  big 
question  is  how  so  many  highly  intelli¬ 
gent  and  highly  motivated  newspaper 
executives  failed  to  connect  with  this 
massive  and  influential  market. 

Here’s  a  not-so-subtle  clue:  In 
a  recent  study,  researchers  at  the 
University  of  Missouri  reported  that 
only  29  percent  of  newspaper  publish¬ 
ers  conducted  focus  groups  prior  to 
putting  paywalls  around  the  digital 
products  that  most  profess  to  be  the 
future  of  their  franchises. 

Instead  of  talking  to  with  their 
intended  consumers,  fully  85  percent 
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But  what  if  publishers  and  editors  had  begun  studying  the 
needs  and  attitudes  of  the  emerging  generation  from  the 
early  days  of  the  millenium?  Could  the  outcomes  have  been 
more  positive? 


of  respondents  to  the  sun^ey  said 
tliey  asked  other  publishers  what 
tliey  thought  about  erecting  barriers 
around  the  content  that  they  had  been 
freely  providing  for  the  better  part  of 
two  decades. 

\\niile  pajwalls  boosted  revenues  at 
most  newspapers  because  tliey  were 
accompanied  by  stiff  increases  in  print 
subscription  rates,  the  tactic  gave  the 
groirtng  population  of  digital  na¬ 
tives— and  non-readers  of  ever\'  other 


age— the  best  reason  yet  for  not  engag 
ing  wth  newspapers. 

Of  course,  newspapers  were  losing 
millennials  well  before  they  started 
feverishly  erecting  pajwalls  in  the 
last  few  years.  But  what  if  publishers 
and  editors  had  begun  studjing  the 
needs  and  attitudes  of  the  emerging 
generation  from  the  early  days  of  the 
millenium?  Could  the  outcomes  have 
been  more  positive? 

In  the  interests  of  tuning  into  the 


thinking  of  those  elusive  20-and 
30-somethings,  a  newspaper  client 
recently  brought  a  panel  of  them  to 
a  strateg}'’  session.  Here  is  what  we 
learned: 

The  millenials  said  the  only  media 
that  matter  to  them  are  the  social  me¬ 
dia,  where  they  get  current  news  about 
their  friends,  as  well  as  cues  to  other 
interesting  or  relevant  content. 

They  put  a  great  deal  of  trust  in  rec¬ 
ommendations  from  their  friends  but 
are  not  motivated  by  loyalty  to  media 
brands. 

iTiey  ^^^ll  click  on  whatever  content 
interests  or  amuses  them,  and  they 
make  no  distinction  among  news, 
entertainment  and  advertising. 

They  prefer  graphic  content— im¬ 
ages,  videos,  GIFs,  infographics,  etc.— 
over  text. 

They  ^^^ll  buy  a  book,  vinyl  record 

newsosaur  continued  on  page  67 
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To  Tweet  or 
Not  to  Tweet? 

Newsrooms  can  no  longer  dismiss  Twitter 


By  Rob  Tornoe 

f  you’ve  ever  been  to  a  jour¬ 
nalism  conference,  you  know  to 
expect  to  be  hit  over  the  head  by 
a  hundred  new  products,  social 
media  networks  and  online  tools  that 
you  should  have  been  using  yesterday. 
I’m  always  leer)'  of  the  “you  should 
bes”  and  “next  best  things,”  and  the 
absolutism  of  online  peddlers  tr)dng  to 
push  the  latest,  greatest  new  product 
can  understandably  create  blowback 
among  ovenvorked  and  underpaid 
journalists. 

But  to  all  the  editors  and  reporters 
reading  this  column.  I’m  only  going  to 
say  this  once— it’s  not  cool,  and  actu¬ 
ally  detrimental  to  your  job,  to  ignore 


Twitter. 

According  to  a  now-famous  innova¬ 
tion  report  from  the  New  York  Times, 
the  company  has  struggled  getting  all 
of  its  journalists  to  board  this  “new 
media”  train  and  embrace  digital 
change.  It  specifically  mentioned  the 
importance  of  Twitter  to  the  digital 
future  of  the  Times  no  less  than  18 
times.  Buzzfeed  had  a  little  fun  wth 
the  ZiTnes’ staff,  taking  readers  on  a 
tour  of  some  of  the  abandoned  ac¬ 
counts  its  staffers  launched  that  have 
since  been  abandoned,  a  “graveyard  of 
egg  profiles.” 

Nowhere  is  this  disconnect  more 
apparent  than  in  the  newsroom’s 


leader,  executive  editor  Dean  Baquet, 
who  joined  T^^^tter  back  in  September 
2011,  has  more  than  11,000  followers, 
yet  has  only  composed  a  grand  total  of 
t\vo  tweets. 

While  most  professional  journalists 
see  the  obwous  benefits  of 'Dvitter, 
high-profile  holdouts  like  Baquet  have 
their  defenders.  After  all,  Tetter  can 
be  an  obvious  distraction  to  reporters 
on  deadline,  and  wth  so  many  social 
nertvorks  out  there  (have  you  gotten 
an  invite  yet  from  Elio?),  is  8-year-old 
1  wtter  even  that  sexy  anymore?  As 
Matt  McFarland  over  at  the  Washing¬ 
ton  Posted  noted,  Buzzfeed  actually 
gets  more  traffic  from  Pinterest  than 
Twitter,  and  no  one  is  complaining 
about  Baquet’s  lack  of  pinned  recipes. 

So  should  it  really  be  a  requirement, 
in  today’s  digital  environment,  for 
reporters  and  editors  to  be  on  T\\'itter? 
Yes,  according  to  Steve  Buttiy,  former¬ 
ly  the  digital  transformation  editor  for 
Digital  First  Media,  now  Lamar  Visit¬ 
ing  Scholar  at  the  Manship  School  of 
Mass  Communication  at  Louisiana 
State  University,  Buttry  called  out 
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Baquet  in  a  blog  post,  making  the  case 
tliat  journalists  that  choose  not  to  be 
active  on  Twtter  “choose  to  remain  or 
fall  behind.” 

For  Buttiy,  it’s  all  about  leaders 
actually  doing  (or  in  Baquet’s  case, 
not  doing)  what  they’ve  preached  to 
their  newsrooms  time  and  time  again: 
innovate  and  embrace  ehange.  “[I] 
nactiwty  on  l^vitter  is  the  most  reli¬ 
able  indicator  of  someone  who’s  refus¬ 
ing  to  embrace  change,”  Buttiy  wTote 
in  defense  of  his  position,  noting  that 
it  undercuts  Baquet’s  role  as  the  leader 
of  a  newsroom  expected  to  adapt  to 
the  times. 

It’s  easy  to  castigate  journalists  at 
large,  metro  papers  for  not  being  ac¬ 
tive  on  things  like  Twdtter,  but  what 
about  small  towis  across  the  coun- 
liy?  According  to  the  Pew  Research 
Center,  just  19  percent  of  adults  are  on 
'1  wtter.  So  does  it  really  make  sense 


for  a  newsroom  editor  in  Sioux  City, 
Iowa  to  spend  part  of  this  busy  day  on 
T^^^tter,  when  so  few  in  the  commu¬ 
nity  are  actually  engaged? 

Rick  Mills,  the  editor  of  \he  Morn¬ 
ing  Sun  in  Mt.  Pleasant,  Mich.,  didn’t 
see  the  need  to  engage  with  Twitter. 
His  paper  sen'es  a  rural  area,  and 
other  than  a  local  college,  no  one  else 
in  towm  seemed  to  care  about  Twitter. 
He  ignored  it  all  together— until  Twit¬ 
ter  became  a  company  mandate,  and 
no\N'  he  can’t  imagine  a  day  without  it. 

“It’s  addictive,”  Mills  enthusiasti¬ 
cally  told  me.  “In  recent  years  we  have 
developed  sources  on  Twtter,  gleaned 
countless  storj'  ideas  or  inspirations, 
and  have  been  tipped  and  able  to  fol¬ 
low  a  few  breaking  news  stories.” 

Despite  it’s  rural  location,  the 
Morning  Sun  seizes  a  community 
that  includes  a  local  college.  Central 
Michigan  University.  While  most  of 


the  20-somethings  who  attend  the 
school  probably  don’t  read  the  daily 
newspaper  on  a  regular  basis,  most  (if 
not  all)  are  on  Twitter,  enabling  Mills 
and  his  stalf  to  reach  an  audience  they 
prewous  struggled  ^^^th  finding. 

With  all  the  emphasis  placed  these 
days  on  building  a  brand  and  driving 
traffic  to  your  newspaper’s  website, 
one  thing  that’s  often  overlooked 
about  Twatter  is  its  ability  to  be  a 
useful  tool  regardless  of  the  num¬ 
ber  of  followers  you  have.  Not  only 
was  Morning  Sun's  most  recent  hire 
discovered  because  of  T\\atter,  Mills 
uses  it  to  keep  up  with  other  journal¬ 
ists  around  the  countr}'  from  whom  he 
might  gleam  a  new  reporting  idea  or  a 
way  to  improve  his  paper’s  journalism. 

“Tvitter  is  better  than  Facebook  or 
blogs,  or  any  other  thing  I  can  think 
of,  to  keep  up  on  industry'  trends,  ideas 
and  innovations  and  happenings,” 
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Mu  the  Messenger” 

is  vety  good  mo\ae  fic- 
tion  about  an  investi- 
H  ^^gative  story  accused  of 
being  fictionalized. 

But  this  is  not  a  movie  review.  And 
the  investigative  reporting  at  the  cen¬ 
ter  of  the  film  was  not  fiction— it  just 
concluded  more  than  it  could  prove. 

So  much  has  changed  since  the  1996 
publication  of  “Dark  Alliance”  by  Gaiy 
Webb  for  the  San  Jose  (Calif)  Mercury 
Netos.  Taking  a  reader  back  to  the  first 
real  investigative  piece  of  journalism 
wth  a  significant  presence  on  a  news¬ 
paper’s  website  is  like  taking  Steve  Jobs 
back  to  meet  Alexander  Graham  Bell. 

“Dark  Alliance”  contended  that  the 
CIA  allowed  Nicaraguan  drug  dealers 
to  bring  Colombian  cocaine  into  the 
United  States.  According  to  the  story, 
the  drug  dealers  used  the  profit  from 
those  sales  to  fund  the  war  fought  by 
the  Contra  rebels,  supported  by  the 
CIA,  against  the  Nicaraguan  gov¬ 
ernment,  which  was  propped  up  by 


K 


Communists.  Further,  it  contended 
that  the  cocaine  shipments  were  the 
catalyst  for  a  major  outbreak  of  crack 
cocaine  in  American  ghettos. 

African-American  leaders  and 
politicians  protested  against  the  CIA 
and  waved  “I  told  you  so”  fingers. 
Other  ma,jor  news  organizations,  who 
had  never  been  able  to  prove  such  a 
stoiy,  took  the  unusual  step  of  dis¬ 
secting  another  newspaper’s  work. 
Other  journalists  concluded  that  the 
Mercury  News'  reporting  was  thin  and 
lacked  critical  attribution  and  proof 
In  other  words— no  smoking  gun. 

Their  reports  troubled  Jerry  Ceppos, 
Mercwy  News  executive  editor.  For 
one  thing,  it  was  the  first  major  online 
investigative  effort  by  an  American 
newspaper.  The  Mercury  News  posted 
the  entire  article  online  and  many 
of  the  supporting  documents.  It  also 
offered  to  mail  (through  the  United 
State  Postal  Sendee)  a  CD  of  the  story 
and  documents  to  interested  readers. 
This  was  cutting  edge  stuff  for  1996. 


As  the  fissures  in  Webb’s  story  be¬ 
gan  to  emerge,  Ceppos  ordered  a  team 
of  reporters  and  editors  to  do  a  post¬ 
mortem  on  “Dark  Alliance.”  In  a  front¬ 
page  letter  to  readers  published  nearly 
10  months  after  the  series,  Ceppos 
said  the  Mercury  News  team  found 
the  storj^s  conclusion  over-reached 
the  facts  it  reported;  the  newspaper 
had  created  a  graphic  that  left  a  false 
impression;  made  an  estimate  of  the 
cocaine  traffic  appear  as  a  fact;  and 
overly  simplified  complex  information 
that  ignored  contrary  facts. 

Like  many  editors  of  that  era,  Cep¬ 
pos  has  moved  on  to  a  life  the  daily 
newspaper  business.  He  was  dean  of 
the  Reynolds  School  of  Journalism  at 
the  University  of  Nevada-Reno  and 
now  is  dean  of  the  Manship  School  of 
Mass  Communication  at  Louisiana 
State  University,  where  about  1,200 
students  study. 

He  has  seen  “Kill  the  Messenger” 
and  groaned  through  the  film’s  inac¬ 
curacies.  Some  are  t}y)ical  Hollywood 
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I'eaches  (there  is  a  rooftop  conversa¬ 
tion  attheMc?’c?/r^A^era9  and  Cep- 
pos  was  never  on  the  roof  of  any 
newspaper  building)  and  some  are 
plain  boneheaded  (disgraced  Webb 
ends  up  in  the  newspaper’s  Cupertino 
bureau— a  bureau  that  never  existed). 

But  the  key  moment  in  the  film 
prortdes  the  fulcrum  for  what  really 
jierplexed  Ceppos.  The  movie  depicts 
Ceppos’  post-mortem  letter  to  the 
j’caders  as  the  moment  in  which  Webb 
is  abandoned  by  craven  editors  who 
\N'on’t  back  their  reporter.  In  Ceppos’ 
mind,  his  letter  was  the  essence  of 
good  journalism,  “\\dien  you  make  a 
mistake,  you  let  peoj^le  know  about 
it,”  he  said.  A  New  York  Times  article 
on  his  front-page  letter  to  the  readers 
that  called  it  a  “highly  unusual  cri¬ 
tique  published  in  his  own  newspaper” 
made  him  sad. 


“d'o  this  day  it  troubles  me  that  self- 
criticism  is  described  as  ‘unusual.’  This 
was  not  the  only  stoiy  published  that 
had  flaws,”  Ceppos  said. 

Today,  Ceppos  is  the  bridge 
between  old-school,  triple-check- 
your-facts  reporting  (that  failed  in  the 
“Dark  Alliance”  instance)  and  training 
young  journalists  for  a  future  in  which 
stories  going  rtral  means  moment-to- 
nioment-transmissions  of  videos,  not 
CDs  in  the  mail. 

Many  of  the  students  who  take 
Ceppos’  media  ethics  class  at  LSU 
know  about  the  “Dark  Alliance”  storj'. 
He  talks  about  it  for  those  who  don’t 
know.  He  teaches  them  to  avoid  the 
snares  of  imprecise  or  inaccurate  re¬ 
porting  by  heeding  the  adrtce  of  well- 
knowTi  editor  Reid  McCluggage.  “He 
used  to  talk  about  prosecuting  a  stoiy. 
Going  through  eveiy  fact  and  seeing  if 


it  is  correct,”  Ceppos  said. 

Looking  back  to  1996,  Ceppos  sees 
nothing  to  regret  in  the  publishing  of 
his  letter  to  the  readers.  “We  didn’t 
have  to  i*un  my  column.  If  we  had  let 
things  peter  out,  there  might  not  have 
been  a  mo\ae.  But  when  you  know 
something  is  ^^Tong,  you  don’t  have  a 
choice.”  ■ 


Tim  Gallagher  is 
president  of  The  20/20 
Network,  apablic 
relations  and  strategic 
coinmmiicationsfirm. 
He  is  a  former  Pulitzer 
Prize-winning  editor  and  publisher  at 
Tlie  Albuquerque  Tribune  and  the  Ven-  j 
tura  County  Star  newspaper's.  Reach 
him  at  tim@the2020network.com. 
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THE 

FUTURE 
IS  NOW 


r 

HOW  THE  OCULUS  RIFT  AND  OTHERS  ARE 
CHANCING  THE  GAME  OE  STORYTELLING 


You  are  balancing  precariously  on  the  outside  landing 
rail  of  a  helicopter  that's  hovering  several  hundred  feet 
over  the  vast  flatness  of  central  Iowa.  You're  perfectly 
safe,  but  still,  if  you're  acrophobic  or  prone  to  motion 
sickness,  you  best  not  look  down. 


No  worries— seconds  later,  you’re  on  : 
the  ground,  standing  in  the  middle  of 
the  large  front  lavvn  of  the  Dammann 
family  home.  You  can  walk  freely  i 
around  their  propertyc  You  investigate  | 
tractors,  cattle  trucks  and  open  doors.  | 
You  hear  crickets,  birds,  mooing  cows  | 
and  barking  dogs.  Strange,  rotating  I 
blue  discs  appear.  Stroll  over  to  them.  ; 
Touch  them.  They  transform  into  ; 
videos,  photos,  chaits  and  graphs.  | 
'Ilie  more  you  explore,  the  more  you  i 


learn  about  the  Dammanns’  way  of 
life,  and  the  challenges  of  operating  a 
family  farm  in  the  21st  centur}'  amidst 
climate  change,  ballooning  expenses, 
and  changing  demographics. 

But  wait,  you’ve  never  been  on  a 
farm  before.  How  is  this  possible? 

It’s  because  you’re  on  your  desktop  in 
your  office,  experiencing  all  of  this  on 
the  Oculus  Rift  headset,  the  much- 
buzzed-about  tool  that  promises  to 
transform  the  way  we  experience 


stories. 

The  Dammanns’  story  and  the 
larger  state  of  family  farming  was  the 
focus  of  “Har\^est  of  Change,”  a  multi¬ 
part  series  that  ran  in  the  Des  Moines 
Register  in  September.  But  what 
most  people  were  talking  about  when 
the  series  went  live  on  the  Register’s 
website  was  the  way  part  of  the  story 
was  presented— as  an  immersive, 
you-are-there,  depth-of-field  version 
that  allowed  a  \dewer  to  ex'plore  the 
Dammann  farm  on  their  own,  in  an 
amazingly  realistic  3D  setting  that 
had  the  look  of  contemporar}^  first- 
person  shoot-‘em-up  video  games, 
minus  the  firearms  and  obscenely 
bufted-out  action  figures. 

For  a  couple  of  days  in  journalism 
circles,  “Rankest  of  Change”  was  the 
hot  trending  topic.  Never  before  had 
you  been  able  to  virtually  step  inside  a 
,  story  and  be  enveloped  by  360-degree 
\adeo  and  hyper-realistic  3D  render¬ 
ings  of  a  landscape  you  could  move 
inside  of.  And  while  the  full  effect  was 
achieved  through  the  Oculus  headset, 
there  were  also  2D  versions  made  for 
'  desktop  computers,  which  let  more 
people  experience  the  storjA  You  can 
i  find  it  at  desmoinesregister.com/pag- 
i  es/interactives/harvest-of-change. 

The  seeds  of  this  “har^'est”  were 
planted  when  Dan  Pacheco,  chair 
I  of  journalism  innovation  at  the 
;  S.I.  Newhouse  School  at  SjTacuse 
;  University,  met  with  Mitch  Gelman, 
i  \ice  president  of  product  at  Gannett 
Digital.  Pacheco  showed  Gelman  a  few 
things  like  Google  Glass  and  a  drone. 


-  ^  ‘'f  "  ■'  ^  '  I 


••V'waowKaita.'j . 


editorandpublisher.com 


DF.CEM HER  2014  |  E&P  |  31 


but  Gelman  wondered  about  something  else. 

“1  saw  my  10-year-old  son  playing  video  games,  and  I 
wondered  if  there  was  a  way  to  import  news  stories  into 
game  plaj'  interaction,”  Gelman  said. 

Pacheco  said  there  was,  and  showed  Gelman  the  Oculus 
Rift,  which  had  yet  to  make  headlines  like  it  did  in  March 
when  it  was  purchased  by  Facebook  for  a  cool  $2  billion. 
Oculus  VR,  which  is  based  in  Inane,  Calif,,  declined  to  be 
intenaewed  for  this  stoiy. 

“Looking  at  it,  I  quickly  saw  that  it  was  a  way  to  create  a 
new  genre  of  nonfiction  stoiytelling,”  said  Gelman.  “Then 
we  committed  to  seeing  if  there  was  a  way  we  could  incor¬ 
porate  the  3D  technolog)'  and  the  360-degree  Aadeo  "wath  a 
stoiy'  that  would  stand  up  to  journalistic  rigor.” 

It  was  a  story  that  Gelman  and  Anthony  DeBarros, 
Gannett  Digital’s  director  of  interactive  applications,  had 
wanted  to  do  for  a  while— how  events  like  an  aging  popula¬ 
tion,  immigration  and  cultural  shifts  were  changing  the 
country'.  The  Des  Moines  Register,  a  Gannett  newspaper, 
found  the  Dammanns  and  their  farm,  and  the  project  had 
a  central  focus.  Gelman  said  project  expenses  totaled  about 
$20,000,  wth  the  single  biggest  price  tag  being  the  heli¬ 
copter  rental  for  the  opening  shot,  which  cost  $2,000. 

That  might  seem  cost-prohibitive  for  smaller  newspapers 
if  they’re  thinking  about  pulling  off  a  similar  Oculus-type 
immersive  project,  but  Gelman  said  this  technolog)'  is  get¬ 
ting  cheaper 
literally  by  the 
day. 

“The  virtual 
reality  tech  in 
August  doesn’t 
compare  to  the 
tech  that  will 
be  available  in 
November  or 
December,” 


>  Mitch  Gelman, 
vice  president  of 
product  at  Gan¬ 
nett  Digital 


►  Dan  Pacheco,  chair  of 
journalism  innovation  at 
the  S.i.  Newhouse  School  at 
Syracuse  University 
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Screen  grabs  from  the  Des  Moines  Register's  "Harvest  of  Change"  project 
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ment,  touch  a  head  of  lettuce,  and  be 
transported  to  the  farm  where  that 
lettuce  came  from  and  find  out  about 
how  it  was  grown.” 

“The  opportunity  is  there,”  Gelman 
said.  “They’re  just  limited  right  now 
only  by  the  distribution  of  the  experi¬ 
ence.  But  once  this  becomes  more  of 
a  lightweight  mass  market  product, 

I  think  the  ad  opportunities  will  be 
extraordinary.” 

“My  fear,  though,  is  that  when  the 
newspaper  industiy^  sees  these  kinds 
of  opportunities,  they  don’t  necessarily 
want  to  take  the  lead,”  said  Pacheco. 
“But  brands  will.  Brands  are  going  to 
do  it  one  way  or  another.” 

Of  course,  virtual  reality  has  been 
a  much-ballyhooed  phrase  for  a  good 
couple  decades,  but  outside  of  a  few 
lousy  Keanu  Reeves  movies,  it’s  never 
really  taken  off.  Does  the  current 
Oculus  buzz  mean  that  VR  tech  is  here 
to  stay,  or  is  it  a  continuation  of  what’s 
been  widely  perceived  as  a  novelty? 
According  to  Pacheco,  this  time,  it’s 
the  real  deal. 

“I  worked  with  people  at  newspa¬ 
pers  who  thought  the  Internet  was 
a  novelty,  that  there  could  never  be 
a  replacement  of  one  media  with 
another,”  Pacheco  said.  “But  the 
Oculus  is  like  nothing  we’ve  ever  seen 
before,  a  totally  new  way  of  letting 
people  experience  a  story  and  enter  it. 
With  ‘Harvest  of  Change,’  you  feel  like 
you’re  actually  on  the  farm  instead  of 
just  watching  it.  I  don’t  know  if  this  is 
even  storytelling— it’s  more  like  story 
eoopeiiencing.  I  don’t  think  this  will  be 
a  fad  at  all.” 

Pacheco  also  envisions  a  future  of 
what  this  tech  will  ultimately  mean  for 
newspapers,  peppering  his  words  with 
his  new  favorite  phrase:  experiential 
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Gelman  said.  “The  advances  that  have  been  made  in  im¬ 
age  capture  technologj'  alone  in  the  past  three  months  are 
extraordinary.  And  by  this  time  next  year,  for  a  360-degree 
\ndeo,  there  will  be  new  cameras  that  eliminate  the  need 
for  stitching— a  post-production  process— and  that  will 
reduce  costs  significantly.  These  new  cameras  will  cost 
one-fifth  of  what  they  do  now.”  (See  the  sidebar  to  witness 
the  astounding  affordability  of  Google’s  Cardboard  virtual 
reality'  headset). 

The  Oculus  Rift  and  the  renewed  interest  in  immersive 
technolog}'  it  has  spawned  aren’t  restricted  to  editorial 
departments.  Some  see  its  usefulness  for  increasing  ad 


>  Dan  Pacheco  poses  with  the  Oculus  Rift  headset  viewer 


revenue. 

“There’s  a  role  for  ads  in  the  content,”  said  Pacheco.  “If 
you’re  offering  compelling  experiences,  people  %vill  pay  for 
them.  The  car  industry  is  always  looking  to  advertise,  so 
you  could  use  immersive  technology  to  go  into  a  dealership 
and  take  a  car  out  for  a  test  drive  wthout  ever  lea\'ing  your 
desktop.  You  could  go  into  a  virtual  supermarket  advertise- 
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journalism. 

“With  experiential  journalism,  stories 
can  be  factual,  but  thej'^  can  also  be  fun. 

I  imagine  a  future  spoils  journalist  wall 
have  these  stmctural  cameras  on  them, 
w'here  they  go  over  the  areas  that  the 
public  can’t  go,  like  press  boxes  and 
locker  rooms,  and  readers  wall  be  able  to 
dowaiload  these  experiences.  I  think  a  lot  of  these  technologies  wall  be  driven  by 
entertainment.  A\diat  wall  people  pay  for?  How^  do  new's  organizations  incorpo¬ 
rate  those  aspects  into  journalism?  We’ve  ahvays  had  the  comics  section,  that’s 


ling  So  it  new'spapers  could 

it."  look  at  themselves  as  be¬ 

ing  enteilainers,  they  can 
get  people  to  pay  for  their 
content.” 

Gelman,  meanwhile, 
has  ideas  for  more  practical  and  im¬ 
mediate  uses  for  immersive  tech. 

“I  w'ouldn’t  be  surprised  if  the  Des 
Moines  Register  is  the  first  new^s 
organization  to  offer  live  360-degree 
streaming  of  political  events,”  he  said. 
“All  this  w'ork  is  built  on  the  tradition 
of  journalistic  quality.  At  the  end  of 
the  day,  this  is  a  new'  genre,  but  it’s 
founded  in  the  fundamental  aspects  of 
great  reporting  and  storytelling.” 
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Six:  eoiiifepaiiies  and  products  tliat  also  impact  the  fu 


Empathetic  Media 

empatheticmedia.com 

LAUNCHED  IN  JUNE  as  a  project  of  the  Reynolds  Journalism  Institute  (and 
headed  up  by  2014-15  Reynolds  Fellow  Dan  Archer),  Empathetic  Media  is 
an  ambitious  visual  news  consultancy  that  aims  not  only  to  design  content 
for  the  Oculus  Rift,  but  to  be  a  "one-stop  visual  journalism  shop,”  where 
news  editors  can  go  when  they  want  to  take  traditional  text-based  stories 
and  turn  them  into  fully  immersive  journalism  experiences,  including  news 
story  animation,  interactive  comics,  and  bringing  boring  old  data  and  sta¬ 
tistics  to  life  with  graphics  you  actually  want  to  look  at.  An  Oculus-based 
prototype  of  the  Ferguson  shooting  was  showcased  at  this  year’s  Online 
News  Association’s  annual  conference,  but  Empathetic  also  has  plans  to 
provide  news  outlets  with  things  like  interactive  documentaries,  especially 
for  news  orgs  that  don’t  have  the  cash  or  staff  to  do  it  themselves.  They’re 
currently  soliciting  collaborations. 


by  blending  over  300,000  possible 
combinations,  then  using  a  now- 
available  iPhone  app  called  oSnap 
to  send  the  scent  to  an  oPhone- 
equipped  friend.  It’s  currently  in 
beta  testing,  and  the  possibilities  for 
newspapers  seem  limitless:  A  restau¬ 
rant  review  where  you  could  smell  a 
hearty  coq  au  vin?  A  travel  piece  that 
lets  you  breathe  in  the  fresh  pine  of 
the  California  redwoods?  We’re  sure 
that  someone  is  already  concocting 
an  eau  de  football-locker-room  for 
the  sports  pages. 


Stringwire 

stringwire.com 


The  oPhone 

onotes.com 


Who  could 
forget  John 
Waters' 
cult  classic 
"Polyester" 
and  its 
Odorama 
cards? 


THE  NOTION  OF  Combining  one’s  sense  of  smell  with  news 
and  visual  media  goes  back  as  far  as  the  1900s,  when 
aromas  were  combined  with  newsreels  in  movie  theaters. 
And  who  could  forget  John  Waters’  1982  cult  classic  film 
“Polyester"  and  its  Odorama  cards,  which  you  scratch- 
and-sniffed  when  a  given  number  flashed  on  the  movie 
screen?  Now  comes  the  oPhone,  which  brings  to  life  the 
old  "nose  for  news”  cliche  as  the  hardware  device  for 
what  founder  and  Harvard  professor  David  Edwards  calls 
oNotes.  Think  of  them  as  text  messages  you  can  smell. 


more  content  now 

High-quality  features,  pages  and  sections 


I  WHILE  THERE  ARE  LIVE  video  Stream¬ 
ing  apps  that  take  advantage 
of  the  skyrocketing  number  of 
smartphone  users,  Stringwire  lets 
users  stream  live  video  straight 
into  a  newsroom,  as  opposed  to  a 
YouTube  site.  Purchased  by  NBC 
News  last  year  but  only  now  be¬ 
ginning  a  serious  rollout,  the  app, 
available  for  Android  and  iPhones, 

:  is  available  for  anyone,  and  there’s 
!  a  20-second  delay  option  so 
i  there’s  no  concern  about  drunken 
'  louts  running  into  the  frame  and 
yelling  obscenities.  The  app  also 
allows  for  group  collaborations, 
and  all  footage  is  automatically 
stored  online. 


More  Content  Now 

congratulates  all  EPPY 
finalists  and  winners 

_ / 


MoreContentNow.com 


Autographer 

autographer.com 

HERE’S  A  $399  HANDS-FREE 

wearable  camera  that  probably 
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won’t  calm  anyone's  fears  about  privacy  issues,  but  if  you  can  get 
past  that,  it  could  be  a  pretty  useful  newsroom  tool.  Autographer 
is  designed  to  capture  images  constantly,  ensuring  that  whoever  is 
wearing  the  device— on  a  lanyard  around  their  neck,  or  as  a  clip-on— 
never  misses  something  in  the  time  it  takes  to  whip  out  a  camera  or 
smartphone  (or  track  down  your  photographer)  and  get  the  shot, 
since  the  lens  is  always  pointing  outward.  Like  the  popular  GoPro 
cameras,  it’s  fully  mountable,  and  when  it’s  on,  you  never  have  to 
think  about  it— ideal  for  covering  breaking  news  you  suddenly  find 
yourself  in  the  middle  of,  or  perhaps  the  occasional  hidden-camera 
investigation  piece. 


Google  Cardboard 

developers.google.com/cardboard 

AT  FIRST,  it  may  appear  to  be  a  cheap  knockoff  of 
the  Oculus  Rift— seriously,  a  high-tech  responsive 
device  made  with  cardboard.  Velcro,  a  magnet 
and  rubber  bands?— but  Google’s  version  of  a 
virtual  reality  headset  manages  to  hurl  you  into 
sense-of-place  experiences  on  the  cheap  by  let¬ 
ting  you  build  it  yourself.  Instructions  are  on  the 
website,  just  find  some  cardboard,  a  low-tech 
pair  of  scissors,  fold  this,  secure  that,  and  soon 
you  can  be  experiencing  virtual  reality  by  tour¬ 
ing  museums,  exploring  Paris  in  Google  Street 
View,  playing  games,  taking  in  a  stunning  view 
of  the  Chicago  skyline  while  floating  over  Grant 
Park,  or  whatever  ideas  your  newsroom’s  tech 
people  come  up  with.  Don’t  forget  to  add  your 
smartphone,  it’s  kind  of  an  important  element.  If 


Seriously, 
a  high-tech 
responsive 
device  made 
with  card¬ 
board,  Velcro, 
a  magnet  and 
rubber  bands? 


you  were  all  thumbs  in  art  class,  you 
,  can  spring  for  an  already-assembled 
i  headset  on  Amazon  for  a  measly 

I  $10. 


Matterport 

matterport.com 

REALTORS  HAVE  BEEN  using  Online 
video  to  let  potential  buyers  see 
the  inside  spaces  of  homes  for 
a  while.  But  what  if  these  same 
homebuyers  could  access  every 
room  virtually  in  a  3D  environment, 
from  their  computer  hundreds  of 
miles  away?  Matterport  does  this, 
creating  3D  in  minutes  with  the 
assist  of  a  special  $4,500  cam¬ 
era-pricey,  perhaps,  but  if  your 
ad  department  has  a  lot  of  real 
estate  revenue,  it  could  be  a  big 
plus,  not  just  for  real  estate  clients 
but  for  hotels  and  resorts  who 
want  to  show  off  their  businesses, 
or  whatever  myriad  other  ways 
your  readers  could  benefit.  First- 
looks  at  new  businesses  opening  in 
town?  A  ride-along  with  the  local 
police?  Travel  pieces  or  live  event 
coverage?  Matterport  is  set  up  for 
all  of  those,  and  more.  ■ 


production 


It  was  a  long  time  coming 

when  the  Pittsburgh  Post-Gazette 
made  the  announeement  in 
March  2013  that  it  was  moving 
its  production  to  a  new  building  15 
miles  outside  of  its  current  downtown 
location. 

According  to  director  of  operations 
Lisa  Hurm,  parent  company  Block 
Communications,  Inc.  had  been  look¬ 
ing  into  the  process  for  about  20  years, 
'rhe  company  had  looked  at  everj^  op¬ 
tion  and  partnership,  and  even  consid¬ 
ered  outsourcing  its  printing  project, 
hut  Hurm  said  they  were  never  able  to 
find  a  “good  source  locally.” 
“Pittsburgh  has  a  strong  reader¬ 


ship  market,”  she  said.  “We  wanted 
to  make  sure  we  maintained  a  quality 
newspaper  and  kept  our  deadlines, 
which  is  important  in  such  a  huge 
spoils  to-wn.” 

After  the  paper  got  the  go-ahead 
that  spring,  the  hunt  was  on  for  a  new 
location.  They  found  it  in  a  245,000 
square  foot  building  in  Clinton,  Pa.— a 
former  solar  panel  manufacturing 
facility  equipped  to  house  new  presses, 
along  ^^^th  printing  and  production, 
paper  storage,  offices  and  distribution. 
Previously,  all  operations  were  spread 
out  between  four  different  facilities 
throughout  the  Pittsburgh  area.  Now, 
cvei’jlhing  could  operate  under  one 


roof. 

Hurm  declined  to  comment  on 
financial  terms,  but  said  the  total  cost 
of  the  project  was  a  tenth  of  the  cost 
that  was  projected  in  2000. 

Renovations  started  in  January 
2014.  By  April,  all  of  the  equipment 
was  installed.  Goss  International 
Corp.  in  Durham,  N.H.  built  the  new 
Uniliner  presses,  replacing  the  original 
letterpress/flexo  press  equipment  that 
dated  back  to  the  1950s.  According 
to  the  Post-Gazette,  the  new  presses 
can  now  produce  up  to  48  pages  in 
full-color  at  three  times  the  speed  of 
the  letterpress/flexo  units,  and  can 
turn  out  90,000  newspapers  per  hour. 
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Top;  Workers  prepare  the  presses  at  the  Post- 
Gazette’s  former  printing  facility. 

Middle:  Newspapers  fly  through  the  air  in  the 
old  press  room. 

Bottom:  Press  workers  keep  an  eye  on  qual* 
ity  during  an  early  run  at  the  former  printing 
facility. 
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Additional  equipment  included  a  new 
Harland  Simon  control  system  and 
desk,  Ferag  HPS  stackers,  Puzzleflow 
prepress  automatic  and  optimiza¬ 
tion  software,  Ki’ause  CTP  lines  and 
Bluefin  processors,  Nela  plate  punch/ 
bend  and  bin  sortation  system,  and  a 
QJ  color  registration  system. 

The  facility  came  to  life  in  stages; 
first  \\ath  insertions  in  mid-April,  then 
in  early  September,  the  first  print  edi¬ 
tion  of  the  Post-Gazette  rolled  off  the 
presses  at  its  new  location.  Hurm  said 
the  first  night  was  “neiwe-wecking,” 
but  she  soon  let  out  a  sigh  of  relief 
as  the  “first  run  was  picture  perfect.” 
Since  then,  the  paper  has  never  missed 
an  edition. 

To  undergo  this  kind  of  process 
didn’t  come  lightly  for  Hurm.  There 
was  a  reduction  in  staff— 138  employ¬ 
ees  were  let  go  from  the  operations 


side.  The  team  members  who  were 
morfng  to  the  new  facility  spent  sev¬ 
eral  months  training,  learning  the  new 
digital  equipment. 

“Our  biggest  challenge  was  that  we 
were  still  innning  the  do^^^lto^^Tl  facil¬ 
ity  at  the  same  time  as  the  new  one,” 
Hurm  said. 

There  was  also  a  complete  restruc¬ 
turing  when  it  came  to  distribution, 
single  copy  routes  and  trucking,  she 
added. 

The  paper  also  reduced  in  size 
decreasing  from  a  12-inch  broadsheet 
into  an  ll-inch-by-21-inch  newspaper. 

Over  the  course  of  a  few  months, 
Hurm  said  they  were  able  to  make 
a  “massive  leap”  vith  their  printing 
equipment  and  technology.  Due  to 
that  improved  efficiency,  products, 
such  the  weekly  lY  magazine,  special 
sections,  comics  and  advertising 


jackets,  can  now  be  done  in-house  as 
opposed  to  being  outsourced. 

Morfng  forward,  Hurm  said  the 
paper  will  look  into  printing  commer¬ 
cial  work  for  outside  customers.  She 
also  expects  the  new  facility  to  expand 
by  the  first  quarter  next  year  in  order 
to  house  more  departments. 

“Our  goals  are  to  increase  the  quality 
of  our  work,  improve  our  off  time,  and 
find  commercial  accounts,”  she  said. 

Hurm  said  there  were  many  lessons 
learned  during  the  process,  and  she 
adrfses  any  newspaper  who  may  be  in 
the  same  boat  to  maintain  good  rela¬ 
tionships  ^vith  vendors  and  to  invest  in 
employee  training. 

According  to  the  most  recent 
Alliance  for  Audited  Media  report, 
total  print  average  circulation  for  the 
Post-Gazette  is  116,365  \rfth  a  Sunday 
circulation  of  188,363. 
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CREATING 

PARTNERSHIPS 

How  consolidation  changed  the  business 
model  and  production  workflow 


rom  the  Los  Angeles  to 

Chicago,  consolidation  is 
becoming  an  increasingly 
normal  trend  in  the  industry. 
Many  newspaper  companies  have  now 
turned  to  partnerships  ^^^th  neighbor¬ 
ing  markets  in  order  to  save  on  costs, 
time  and  resources.  In  a  few  cases, 
some  of  these  printing  partnerships 
have  soured.  The.  Los  Angeles  Times 
hied  a  lawsuit  in  October  against  the 
Orange  County  Register  accusing 
the  Santa  Ana,  Calif  newspaper  of  a 
lireach  of  contract  and  failure  to  pay 


more  than  $2  million  in  delivery  fees. 
But  it  shows  that  it  takes  the  right 
partner  to  make  the  plan  work. 

Earlier  this  year,  the  Minneapolis 
Star  Tiibune  started  printing  St  Paul 
Pioneer  Press.  Star  Tribune  chief 
executive  officer  Mike  Klingensmith 
told  his  paper  the  agreement  wth 
Digital  First  Media,  parent  company 
of  the  Pioneer  Press,  was  a  signiheant 
expansion  of  the  Star  Tribune's  com¬ 
mercial  business  and  an  important 
new  revenue  source. 

“The  whole  idea  is  to  get  less  depen¬ 


dent  on  print  advertising  revenue  that 
has  not  been  growing  and  get  more 
revenue  that  can  grow,”  Klingensmith 
said. 

The  Star  Tribune  and  Pion  eer  Press 
were  unable  to  comment  on  the  hve- 
ycar  agreement,  but  Pioneer  Press 
publisher  Guy  Gilmore  told  the  Star 
Tribune,  “There  is  an  industiy  wide 
effort  to  sell  newspaper  production 
facilities  and  consolidate  production 
operations  in  a  manner  that  better 
suits  our  needs.” 

The  Chicago  Sun-Times  and 
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Chicago  'lYibime  recently  renegotiated  a  print  and  distri¬ 
bution  agreement,  which  was  set  to  expire  next  year.  The 
Tribune  liad  been  printing  the  Sun-Times  and  several  of 
its  suburban  sister  newspapers  since  2011.  In  October,  it 
was  announced  that  Sun-Times  Media’s  parent  company, 
Wrapports  LLC,  had  sold  its  32  suburban  weeklies  and  six 
daily  newspapers  to  'I'ribunc  Publishing  Co. 

In  September,  it  was  announced  in  Texas  that  ihe,  Ama¬ 
rillo  Glohe-Neios  and  Lubbock  Avalanche-Journal,  were 
going  to  undergo  a  nine-month  process  in  order  to  pur¬ 
chase  a  new  press  and  consolidate  production  operations. 
Both  newspapers  are  owned  by  Morris  Publishing  Group. 
According  to  Amarillo  Globe-News  jiublisher  Les  Simpson, 
the  new  printing  and  packing  operation  wll  be  located  at 
the  Lubbock  newspaper  building  because  it  was  “much 
friendlier  and  more  efficient”  for  its  planned  operations  and 
new  press. 

“Consolidated  operations  allow  us  to  become  more  ef¬ 
ficient,  which  nill  help  us  pay  for  a  new  press  and  prowde 
investment  opportunities  in  other  pai*ts  of  our  operation  as 
needed,”  Simpson  told  his  readers. 

Also  in  Texas,  The  Dallas  Morning  Nexvs  entered  into  an 
agreement  in  November  2013  to  print  the  Fort  Worth  Star- 
Tclegrani.  Implementation  took  place  in  phases:  first  wth 
packaging  and  the  mailroom  in  mid-Februaiy  2014,  and 
then  into  printing  the  following  month. 

William  May,  Adce  president  of  production  at  The  News, 
said  initial  consolidation  conversations  began  in  2009. 

“It  was  like,  ‘I’m  feeling  the  pitch  of  the  economy.  Do 
you  feel  it  too?”’  he  said  -v^dien  talks  began  bertveen  the  two 
neighboring  newspapers. 

Star-Telegram  publisher  Gaiy  Wortel  said  there  were 
se\'eral  lengthy  conversations  Artth  The  Nexvs  about  which 
iniblication  would  take  on  the  additional  workload.  In  the 
end,  The  Nexvs’  printing  facility  in  Plano  was  chosen. 

Iwen  though  the  age  of  the  equipment  at  both  facilities 
were  around  the  same.  May  said  their  facility  was  tvdee  the 
size  of  the  Star-Telcgranils  site,  which  would  be  unable  to 
accommodate  The  Nexvs’  projects. 

The  Plano  facility  is  a  710,000  square  foot  building  and 
currently  houses  six  TKS  presses  and  one  Wifag  press.  In 


3  QUESTIONS  WITH 

Michael  Christopher,  vice 
president  of  operations 
and  distribution  for  the 
Naples  (Fla.)  Daily  News 


What  was  your  greatest  challenge  and  how 
did  you  overcome  it? 

I  have  had  the  good  fortune  of  being  involved  in  a 
number  of  new  production  facilities.  Those  major  capital 
projects  carry  the  expeetation  of  being  completed  on 
time  and  on  budget.  The  design  and  engineering  process 
is  challenging  and  requires  matching  the  eorrect  process 
equipment/technology  to  the  market.  Simultaneously, 
the  construction  is  designed  and  built  to  wrap  around 
the  process  equipment.  Once  it’s  complete,  the  launch 
cycle  of  training  and  testing  start,  and  things  really  get 
interesting.  The  challenge  is  best  met  wth  good,  consis¬ 
tent  planning  up  front,  total  commitment  by  the  whole 
team,  and  rigorous  execution  of  the  plan.  Some  luck 
along  the  way  always  helps. 

Where  do  you  see  the  future 
of  print  production? 

All  production/manufacturing  will  continue  to  seek 
technolog)^  and  automation  to  increase  efficiency  and 
effectiveness.  The  opportunity  still  exists  to  lever¬ 
age  investments  in  automation  in  our  process  equip¬ 
ment.  Based  on  new  systems,  it  is  now  much  easier  to 
maintain  density,  automate  color  correction,  traffic 
commercial  printing  jobs  to  CTP  units,  and  track  com¬ 
plex  packaging  inseits  and  accuracy.  The  demand  for 
excellence  at  everj^  level,  and  from  every  person,  makes 
it  critical  for  all  of  us  to  grow  better  system  skills  and 
innovate. 

What  printing  technologies  are  you  most 
excited  about? 

The  near-term  future  includes  opportunities  to  mix 
cold-Web  and  some  heat-set  or  UV  printing.  Tliose 
technologies  are  now  emerging  in  vaiying  degrees.  In 
the  longer-term  future,  digital  printing  wll  become 
viable  when  it  fits  newspaper  speeds  and  formats  at  an 
economical  price.  Digital  appears  to  solve  the  challenge 
for  some  industries  and  formats,  but  has  not  yet  hit  for 
daily  newspapers. 

Michael  Christopher  joined  the  Naples  Daily  News  in 
March  2014.  He  was  involved  in  launching  four  nexvspaper 
plants  in  his  career,  including  the  Washington  Post.  He  xoas 
also  involved  in  the  relocation  of  the  Miami  Herald  iji  2013. 
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Inside  The  Dallas  Morning  News  Plano  production  center 


addition  to  The  News,  the  plant  prints 
regional  editions  of  The  New  York 
Tim  es,  The  Wall  Street  Journal  and 
Investor’s  Business  Daily,  along  with 
several  local  community  papers.  May 
said  he  employs  295  workers,  and  as  a 
result  of  the  additional  work  brought 
on  by  the  Star-Telegjmn,  20  part-time 
employees  were  hired  in  packaging 
and  printing. 

Wortel  told  The  News  that  because 
of  this  move,  about  75  full-time  and 


200  part-time  employees  at  the 
Star-Tcle^ram  printing  plant  lost 
their  jobs.  Severance  packages  and 
benefits  were  offered.  The  print¬ 
ing  plant’s  35-acre  site  also  recently 
sold;  Wortel  declined  to  say  for  how 
much,  but  commented  it  sold  faster 
than  he  anticipated. 

Taking  on  a  project  vath  this  kind 


of  scale  came  wth  some  challenges. 
Wortel  explained  how  The  News  had 
to  reconfigure  two  of  their  presses  in 
order  to  accommodate  the  Star-Tele¬ 
gram’s,  44-inch  web  width. 

The  first  30  days  of  the  print  run 
were  challenging,  May  said.  “There 
were  several  operations  nuances  that 
you  can’t  tell  on  paper,  but  we  lived  it 
and  survived  it.  Thankfully,  Gar}^  was 
patient  and  understanding.  His  team 
was  embedded  vith  us  and  we  worked 


through  a  lot  of  issues.” 

During  this  process,  Wortel  said 
there  was  no  interruption  \vith  the 
workflow  or  delivery  times. 

“We  consider  the  deadline  stmcture 
verjf  carefully.  Whatever  we  do  for 
ourselves,  such  as  holding  the  press 
for  an  election  or  late  night  sporting 
event,  we  also  afford  others  the  same 


opportunity,”  May  said.  “We  don’t  do 
anything  that  wll  impede  the  success 
of  the  many  publications  we  sen^e.” 

Both  publications  have  benefited 
from  consolidation.  “Certainly  there’s 
a  revenue  play,  but  we  also  want  to 
keep  our  equipment  at  maximum 
capacity,”  May  said.  “By  adding  new 
customers,  we  add  on  a  new  set  of  ex¬ 
pectations  and  challenges.  It  stretches 
you  and  makes  you  better  at  your 
craft.” 

For  Wortel,  he  has  seen  cost  sav¬ 
ings,  now  that  he  no  longer  has  a 
printing  facility  and  press  equipment 
to  maintain.  “In  the  long  haul,  I  think 
we  will  see  dramatic  results,”  he  said. 

Wortel  and  May  agreed  that  con¬ 
solidation  has  been  a  necessity  for 
many  in  the  industry,  and  they  expect 
to  see  more  of  it. 

“Equipment  can  be  very  expensive, 
betv^^een  40  to  50  million  dollars  for 
one  machine.  Making  an  investment 
like  that  is  verj^  unlikely,”  May  said. 
“It’s  our  goal  to  position  ourselves  to 
become  that  printer  that  provides  a 
seiwice  Avith  reasonable  rates.”  He  add¬ 
ed  he  is  open  to  more  consolidation 
opportunities  and  providing  a  “high 
quality  product  with  low  expense”  to 
other  papers. 

“We’re  not  the  first  market  to 
consolidate,”  Wortel  said.  “It’s  been 
going  on  for  a  number  of  years,  but 
it  has  now  accelerated.  To  those 
publishers  considering  consolidating, 
he  said,  “The  logistics  have  to  work 
and  the  finances  have  to  work  for  both 
parties.”— ATK 


Consolidation  Lessons 

Gary  Wortel,  Fort  Worth  Star-Telegram  publisher 

•  You  can  never  plan  enough.  Create  time  tables. 

•  Make  adjustments  as  you  go  along. 

•  Whatever  you  do,  make  sure  it  doesn’t  impact  your  readers  and  advertisers. 
It  should  be  seamless. 

William  May,  Dallas  Morning  News  vice  president 
of  production 

•  Find  a  tight  grip  on  what  you  do. 

•  Embed  yourselves  in  the  production  side  and  watch  what  happens  closely. 

•  Gather  strong  data  and  numbers  so  you  can  be  more  effective  with  your 
planning. 
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Join  us  - 

2015  Key  Executives 
Mega-Conference 

Marriott  Marquis  Atlanta  .  ^ 
Atlanta,  Ga. 

Feb.  23-25,  2015 


The  industry’s  premier  event 

returns  Feb.  23-25, 20151 


WWW.MEGA-CONFERENCE.COM 


Registration  is  underway.  Save  $100  per 
person  by  registering  by  Jan.  23. 

For  our  R&D  partners:  you  will  want  to 
reserve  your  exhibit  space  early,  as  this 
show  is  expected  to  sell  out.  There  also 
are  some  great  sponsorship  opportunities, 
including  the  chance  to  submit  a  proposal 
for  a  20-minute  Quick  Bite  segment  on 
the  program  itself. 

Find  more  Mega-Conference  information 
at  www.mega-conference.com 

Marriott  Marquis  Atlanta  is  located 
at  265  Peachtree  Center  Avenue, 

Atlanta,  GA  30303. 


Join  hundreds  of  your  colleagues  in  Atlanta  for: 

•  The  top  Newsonomics  trends  for  2015  explained  by 
Ken  Doctor,  media  analyst  and  author. 

•  Lessons  in  combining  content  and  commerce  from 
Jay  Lauf,  publisher  of  Quartz  and  Eric  Harris,  executive 
vice  president  of  business  operations  for  BuzzFeed. 

•  Learn  how  to  develop  a  corporate  culture  of 
innovation  and  entrepreneurship  from  Michael 
Burcham,  CEO  of  the  Nashville  Entrepreneur 

•  Making  mobile  pay  off  with  Greg  Stuart,  CEO  of  the 
Mobile  Marketing 

•  Attracting  the  elusive  millennial  demographic  with 
Ryan  Jenkins  of  Nextgeneration  Catalyst, 


•  Plus!  More  than  22  breakout  sessions  to  choose  from! 
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POR  2015: 

WHAT’S  NEW.  WHAT’S  NEXT? 

U.S.  news  organizations  might  take  a  cue  from 
their  European  and  Asian  counterparts  that 
have  already  discovered  how  digital  print  can 
enhance  their  publishing  models 

By  Gretchen  A.  Peck 


When  the  first  generations  of  digitai 

print  engines  came  to  market, 

there  was  a  lot  of  excitement  and  specula¬ 
tion  surrounding  what  it  would  all  mean 
to  publishing,  how  profound  of  an  impact 
it  would  make  on  how  books,  magazines, 
newspapers  and  other  types  of  ink-on- 
paper  publications  were  made. 


As  a  class  of  print  technology,  digital 
printing  developed  side-by-side  \vith  the 
Internet  and  electronic  publishing.  There 
were  mixed  messages  for  publishers  to 
decode  and  priorities  to  sort  out.  For  news 
organizations,  it  became  a  no-brainer 
to  publish  content  to  the  Web,  to  create 
e-editions  and  have  a  presence  on  social 
media.  That’s  where  the  audience  seemed 
to  be  going. 

But  at  the  same  time,  the  print  world 
has  been  undergoing  a  fast  and  furious 
erosion  of  innovation.  Old  iron-horse 


he  technologies  back  then  were  little  more  than  amped-up 
office  copier/printers,  but  they  were  quick  to  evolve  and 
today’s  digital  print  systems  are  much  closer  to  rivaling  offset. 
And  digital  printing  has  its  unique  and  compelling  attributes, 
too— attributes  that  newspaper  organizations  may  soon  find 
invaluable. 


presses  still  do  the  bulk  of  the  heavy  lifting 
for  newspaper  publishers,  but  prepress  has 
been  completely  overhauled  to  become  all 
digital.  And  with  the  advent  of  production- 
capable  digital  print  engines  now,  content 
can  be  digital  all  the  way  to  the  press. 

Today,  digital  printing  technologies 
are  diverse— from  toner-based  systems  to 
the  newest  classes  of  large-format  equip- 


>  Ron  Sams,  vice  president  of  sales,  manro' 
land  web  systems,  Inc. 


ment  and  high-speed  inkjet  Web  presses.  The  resolutions  have  been  upped,  the 
images  sharpened.  Digital  print  systems  are  quick  now  and  can  be  paired  with 
in-line  or  near-line  finishing  technologies  for  folding,  cutting,  stacking  and  sort¬ 
ing.  They’re  highly  efficient. 

HITTING  THE  TARGETS 

One  of  the  greatest  benefits  of  digital  printing  has  always  been  its  ability  to 
produce  variable-data  messages— transforming  mass-produced  print  into  a 
more  personalized  publication.  Early  on,  back  in  the  days  when  publishers, 
printers  and  prepress  people  gathered  in  conference  rooms  to  talk  about  how 
profound  digital  printing’s  impact  may  be,  imaginations  ran  wild.  ITiere  was  talk 
about  how  eveiy^  element  on  a  page  could  be  information  precisely  chosen  for  (or 
by)  the  reader. 

That  enthusiasm  has  since  been  tempered,  and  the  industry  pumped  the 
breaks  on  how  targeted  print  should  be.  There’s  a  fine  line  between  what  is  per¬ 
sonalized  and  what  is  creepy. 

But  digital  presses  are  now  pumping  out  the  variable-data  print,  well  and 
wisely,  in  the  commercial  print  space.  That  print  segment,  along  with  what’s 
happening  at  newspaper  publishers  in  Europe  and  Asia,  is  where  U.S. -based 
news  organizations  can  get  a  glimpse  of  their  own  futures  with  digital  print. 

Print  is  still  the  bread-and-butter  of  news  organizations,  according  to  Ron 
Sams,  vice  president  of  sales,  manroland  web  systems,  Inc.  Though  there’s  been 
an  obvious  hurry  to  publish  electronically,  monetizing  that  content  has  proven  a 
challenge.  Print  is  likely  to  be  the  strongest  revenue  performer  for  years  to  come, 
he  predicted. 

High-speed  inkjet  Web  presses  are  the  latest  innovations  to  class  of  digital 
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technolog)'  piquing  publishers’  interests. 

In  the  large-format  digital  inkjet  category',  resolutions  on  digital  inkjets  offer 
photographic  quality,  and  flatbeds  enable  direct-to-substrate  printing  a  \\'ide 
array  of  media,  including  “exotic”  materials  like  wood,  glass,  or  bamboo.  Large- 
format  inkjet  printers  may  be  of  particularly  interest  to  news  organizations 
diversif^'ing  into  events. 

All  categories  of  digital  print  engines  have  developed  quickly;  manufactur¬ 
ers  have  done  an  exceptional  job  at  offering  better,  faster,  less-expensive  print. 
Though  it’s  unlikely  that  offset  fades  into  oblivion  anj'time  soon,  digital  print  is 
offering  a  newspaper-production  alternative  for  short-run  publications. 

“If  you’re  a  newspaper  of  a  significant  size,  it’s  most  likely  that  you’ve  built 
enough  volume  among  the  titles  that  you’re  printing,  and  that  you  have  a  decent 
workflow  methodology  that  allows  you  to  be  as  efficient  as  possible  in  terms  of 
plate  changes,”  said  Pat  McGrew,  evangelist  for  print,  inkjet  and  production 
mail,  Hewlett-Packard.  “And  think  about  all  the  amazing  new  plate  technologies 
and  prepress  technologies  that  have  come  into  the  market  even  in  the  last  five 
or  six  years.  "Phe  ability  to  do  short-run  and  not  have  the  plate  changes  bankrupt 
you  has  changed  the  nature  of  offset  printing.  But  that  also  makes  it  harder  for 
those  of  us  in  the  production  digital  side.  To  make  a  compelling  case,  we  now 
have  to  look  beyond  the  costs  involved.” 

Sams  noted  that  a  hybrid  workflow— blending  traditional  offset  presses  with 
in-line  digital  inkjet  heads— offers  an  entiy-level  path  to  personalized  print. 

“That  inkjet  head  may  have  the  ability  to  print  a  fbur-inch-wide  band  of  infor¬ 
mation,”  he  said.  “It  can  be  text;  it  can  be  an  image,  but  it’s  printed  at  a  running 
speed  of 3,000-feet  per  minute.  It  is  integrated  into  the  offset  woi’kflow.” 

Messaging  could  include  special  pricing,  for  example;  the  creative  and  mar¬ 
keting  possibilities  are  limited  only  by  one’s  imagination.  And  targeted  messages 
of  this  ilk  should  absolutely  have  some  means  of  measuring  the  ad’s  perfor¬ 
mance— a  way  to  track  the  ad’s  usage,  such  as  a  barcode  or  QR  code,  Sams  said. 
It’s  a  poweiful  way  to  update  static  offset  print,  and  to  deliver  performance  data 


^  Pat  McGrew,  evangelist  for  print,  inkjet  and 
production  mail,  Hewlett-Packard 


►  Gary  Hall,  Milwaukee  Journal  Sentinel 
senior  director,  plant  operations 
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that  advertisers  are  now  accustomed  to  amassing  wa  e-publishing. 

Sams  offered  the  example  of  a  UK-based  publisher,  which  has  a  lucrative  sin¬ 
gle-copy  sales  business,  but  lacked  insight  into  who  was  bu}ing  those  newspa- 
j^ers.  Using  digital  inkjet  messaging,  the  publisher  drives  readers  to  its  website, 
wdth  free  passes  to  access  content  othen^^se  locked  do^^m  behind  a  paj^vall.  It’s  a 
wa^'  to  not  only  attract  those  readers  to  the  site,  but  also  to  gather  insight  about 
those  readers,  in  order  to  market  to  them.  The  strategj^  has  proven  remark¬ 
ably  suceessfiil,  according  to  Sams,  who  said  the  publisher  reports  as  many  as 
I/jOjOGO  readers  have  been  converted  to  digital  subscribers. 

Gaiy  Hall,  senior  director,  plant  operations  -dtihe  Milwaukee  Journal  Senti¬ 
nel,  said  that  he’s  been  keeping  tabs  on  the  digital  print  market— keenly  on  the 
latest  high-sj3eed  Web-fed  inkjet  dertces— and  though  the  news  organization 
hasn’t  yet  made  an  investment  of  this  kind,  it  almost  assuredly  \\all  do  so  in  the 
near  future,  lie  said  that  digital  printing’s  abilityto  customize  print  is  most 
intriguing. 

“You  have  opportunities  to  be  edition-specific,  address-specific,  or  advertis¬ 
ing-specific,  and  you’re  able  to  do  that  with  veiy  quick  turnaround  with  digital 
printing,”  he  said. 

“It  also  sparked  our  interest  because  it  presents  an  opportunity  for  us  to  free 


up  capacity  on  our  offset  presses.  We 
have  three  KBA  Commander  offset 
presses  that  are  of  a  prett}'  large  scale, 
and  considering  the  labor  it  takes  to 
produce  low-volume  titles,  they  would 
probably  work  better  on  a  digital  press, 
as  opposed  to  offset... The  labor  and 
consumable  sawngs  of  mo\dng  some 
work  from  offset  to  a  digital  press  is 
ver}^  appealing  to  us.” 

NEWSPAPERS  AND  MORE 

McGrew  noted  that  the  European 
and  Asian  newspaper  markets  are 
thriving  wath  projected  gro\rth  on 
the  rise  rather  than  in  decline.  Offset 
presses  are  ubiquitous  still,  but  digital 
print  has  begun  to  ingratiate  itself  into 
print  and  publishing  circles  there. 


NEW!  \ 

COLDSET  to  HEATSET  Web  Printing  in  a  SNAP!!  % 

Compact  Hybrid  Web  Dryino  System 


Today’s  printer  faces  increasing  demand  for  vibrant,  clean,  sharp  4-color  printing.  It  is 
now  possible  for  you  to  meet  your  customers’  needs  with  The  SNAP  SET  Web  Drying 
System.  This  unique,  compact  system  utilizes  infrared  lights  to  allow  for  drying  of  ink 
on  coated  and  uncoated  paper  using  traditional  heatset  ink. 

This  is  a  revolutionary  breakthrough  that  enables  the  coldset  printer  to  produce  a 
quality,  eye-catching  printed  product  for  a  fraction  of  the  investment  and  without  the 
limitations  of  traditional  heatset  printing  equipment. 


Snap  Set 

WEB  DRYING  SYSTEM,  LLC 


With  this  compact,  infrared  system  in  place, 
you  can  switch  from  coldset  to  heatset  press 
runs  by  simply  changing  paper  stock  and 
engaging  the  dryer  system  -  thus  a  hybrid 
system.  The  end  result  is  bold  and  vibrant 
work  with  minimal  effort  and  no  additional 
press  down  time.  If  your  current  equipment 
registers  and  lays  down  ink,  the  SNAP  SET 
Web  Drying  System  is  for  you! 


YOUR  CUSTOMERS  WILL  LOVE  IT! 


snapsetwebdryers.com  I  303  936-2355  I  1997  S.  Lipan  St.  I  Denver,  CO  80223 
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According  to  McGrew,  a  publisher 
in  Belgium  acquired  a  digital  Web 
]:)ress  and  has  growm  a  business  of 
producing  newspapers  for  expatri¬ 
ates.  “The  whole  concept  of  ex-pat 
newspapers  revolves  around  the  idea 
that  when  people  travel,  they  still  want 
their  hometowi  newspapers... Years 
ago,  the  only  way  to  do  that  was  to  buy 
a  copy  that  was  flovm  to  you,”  she  said. 
“In  the  interim  now,  it’s  possible  to 
read  things  online,  but  there’s  still  the 
tangible  effect  of  newspapers.” 

With  its  short-run  and  ultra-short- 
run  sweet  spot,  digital  printing  is  per¬ 
fectly  positioned  to  print  these  t>pes 
of  publications,  and  McGrew  expects 
that  more  publishers  and  printers  wiW 
partner  to  disseminate  news  in  this 
way. 

'rhis  same  Hewlett-Packard  cus¬ 
tomer  in  Belgium  also  has  a  contract 
with  the  European  Union  to  print 
home-nation  newspapers  for  its 
members.  “Overnight,  our  customer 
receives  the  files  from  various  publish¬ 
ers,  prints  them  and  delivers  them  to 
the  members  the  next  morning— the 
same  way  they’d  be  delivered  at  home. 
We  have  another  customer  in  Italy 
that  has  a  similar  arrangement  \rtth 
Russian  newspapers  to  print  for  a 
large  group  of  Russian  ex-pats  liring 
in  northern  Italy,”  McGrew  said.  “The 


ex-pat  stor}'  is  one  we’ve  seen  in  Australia,  in  Asia  and  in  Europe,  but  we  don’t 
see  that  happening  in  the  U.S.  and  it’s  bizarre.” 

The  idea  of  using  digital  technologies  to  produce  short-run  publication 
and  commercial  print  is  starting  to  germinate  here  in  the  States,  according  to 
McGrew,  who  said  that  she  recently  worked  vrith  a  publisher  that  had  taken  in 
commercial  print  customers  in  order  to  ensure  the  longerity  of  its  three  regional 
newspapers. 

“They  were  using  those  same  presses  to  produce  high  school  and  college 
newspapers,  and  also  using  their  presses  to  produce  inseits  for  other  big  dailies,” 
McGrew  said. 

“Once  you  have  a  digital  press,  what  are  the  other  business  opportunities  that 
present  themselves  to  you— that  walks  and  talks  like  a  newspaper  but  isn’t  a 
newspaper;  it’s  something  else?  Quite  a  few  of  our  customers  have  been  suc¬ 
cessful  at  selling  the  concept  of  something  looks  like  a  newspaper,  but  is  actually 
marketing  collateral,”  McGrew  added.  She  noted  that  another  customer— a  large 
European  clothier  is  producing  one-to-one  newspaper-looking  mailers  with 
seven  points  of  targeted  personalization. 

The  campaign  was  a  huge  hit  \vith  young  adults,  McGrew'  said,  and  it  was 
responsible  for  exponentially  growing  the  brand’s  loyalty  program. 

Hall  said  that  publishers  should  absolutely  be  competing  with  commercial  print¬ 
ers  for  w^ork.  “Here  in  Milwaukee  we’re  trying  to  do  just  that  and  become  a  leading 
regional  print  site.”  The  print  department  currently  produces  as  many  as  32  other 
titles  for  suburban  communities,  and  those  community-tj'pe  papers  have  seen  cir¬ 
culation  declines  just  like  the  larger  papers  in  the  region.  “We’ve  seen  a  lot  of  those 
titles  go  down  to  as  few  as  600  copies,”  he  said,  “and  when  you  look  at  the  oppor¬ 
tunity  that  digital  presents,  it  makes  sense  to  move  those  smaller  publications  onto 
digital  presses  as  opposed  to  the  large  offset  lines.” 

And  there’s  no  shortage  of  “other  than  new^spapers”  tjT^cs  of  print  that  pub¬ 
lishers  wall  be  perfectly  equipped  to  produce,  manufacture,  and  even  deliver— 
things  like  marketing  collateral,  print  ads,  inserts,  catalogs,  programmatic  ad 
campaigns  and  custom  publishing  projects. 

Wliether  they’re  printing  in-house  or  through  a  partner,  Sams  suggested  that 
all  news  publishers  should  think  about  how  to  capitalize  on  one  of  their  greatest 
assets— their  reach.  “Newspapers  have  great  distribution  networks,  and  to  lever- 
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age  that  net^vork  is  a  natural  extension  of  what  they’ve  done  for  years.  They’ve  is  the  wsion?  What  is  the  future  direc- 

distributed  newspapers,  magazines,  catalogs— all  kinds  of  things— to  homes  and  tion?  VSHiat  is  the  five-year  strategic 
businesses.  I  think  that  stepping  out  there  and  printing  some  of  that  stuff  makes  plan?  And  once  that’s  identified,  then 
a  heck  of  a  lot  of  sense.”  you  can  determine  the  resources  and 

There  are  formidable  challenges  ahead  for  news  publishers.  Advertising  reve-  capital  investments  needed  to  meet 
lines  have  been  halved  from  what  they  were  just  a  decade  ago,  said  Sams.  Digital  those  needs.” 
print  \rill  impact  how  media  companies  produce  print  in  the  very  near  future,  he  McGrew  recalled  a  colleague 
predicted:  “The  company  that  has  good  assets  \rill  print  digitally,  and  the  ones  who’d  once  spoken  about  a  lack 

lack  good  assets  are  going  to  have  to  look  for  a  partner  that  can  print  digitally.”  of  imagination  being  the  highest 

Though  the  Milwaukee  Journal  Sentinels  recent  year’s  focus  has  been  pur-  '  hurdle  for  digital  printing.  “You 
posely  on  how  best  to  publish  in  electronic  platforms,  print  remains  an  integral  have  to  put  on  the  table  in  front  of 
jiait  of  its  publishing  mission.  them  what  all  the  real  possibilities 

“We’ve  been  fortunate  in  that  at  the  corporate  level,  our  executive  leadership  are  when  it  comes  to  leveraging 
has  been  a  strong  believer  in  print,”  Hall  said.  the  power  of  digital,”  she  said.  “To 

Selling  new  print  sendees  is  going  to  require  some  oiganizational  change,  more  look  at  what  digital  can  do  versus 

cooperative  efforts  between  sales,  editorial  and  production.  Hall  said:  “How  are  you  offset?  There  are  so  many  opportu- 

going  to  break  dowai  the  traditional  depaitmental  lines  and  work  together  to  gener-  nities,  including  micro-advertising 
ate  revenue?”  and  micro-segmentation— the  Holy 

That’s  the  first  question  publishers  should  be  addressing,  he  suggested:  “What  Grail  of  marketing.”  ■ 
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Congratulations  to  the  2014 
EPPY Award  Winners 


EDITOR£!:f  PUBLISHER 


E^P  announced  the  wnners  of  its  19th  annual 
EPPY  Awards  on  Oct.  29  at  editorandpublisher.com. 

The  international  contest  honors  the  best  media- 
affiliated  websites  across  33  categories,  including 
excellence  in  college  and  university  journalism. 

Each  category  was  separated  into  two  divisions: 
websites  that  receive  less  than  1  million  unique 
monthly  visitors  and  websites  that  receive  1  million 
or  more  unique  monthly  visitors.  Winners  must  have 
received  a  score  in  the  top  one-third  of  the  average 
score  across  all  categories  -within  their  dhision.  As  a 
result,  there  may  have  been  no  winner  in  categories 
not  reaching  this  threshold. 

As  always,  thank  you  to  our  panel  of  judges.  This 
year’s  judges  included  leaders  spanning  all  media 
categories,  including  website  design,  marketing  and 
advertising,  editorial,  technology,  education,  and 
management. 

Congratulations  to  our  2014  EPPY  dinners! 


Honoring  the  Best 
Media  Websites 


►  The  Center  for  Public  Integrity  won  four  EPPYs  this 
year,  including  one  for  best  news  website  with  under 
1  million  unique  monthly  visitors.  Pictured  from  the 


digital  team  are  (from  left):  Jared  Bennett,  digital 
editor;  Emily  Dufton,  engagement  analyst;  Chris 
Zubak-Skees,  news  apps  developer;  Kimberley  Porte- 
ous,  chief  digital  officer;  Erik  Lincoln,  Web  developer; 
Sarah  Whitmire,  engagement  editor;  and  Eleanor  Bell, 
multimedia  editor 


BEST  NEWS  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER  (TIE)  j 

globeandmail.com 
The  Globe  and  Mail 


BEST  NEWS  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER  (TIE) 


r  Tied  with  The  New  Yorker,  Toronto’s  Globe  and  Mail  won  best  news 
website  with  1  million  unique  monthly  visitors  and  over.  The  paper  also 
won  for  best  homepage  with  1  million  unique  visitors  and  over.  Pictured 
are  (front  row,  left  to  right):  Melissa  Whetstone,  senior  social  media/ 
communities  editor;  Sarah  Nolan,  news/home  page  editor;  Arik  Ligeti, 
news/home  page  editor;  Jim  Sheppard,  executive  editor,  globeandmai 
com;  Jerry  Kinoshita;  news;  (back  row,  left  to  right):  Andrew  Gorham, 
home  page  editor;  Evan  Annett,  news;  Philippe  Devos,  senior  digital  edi¬ 
tor;  Lara  Pingue,  home  page  editor;  Mike  Snider,  news/mobile;  Gregory 
Boyd,  Globe  news  editor;  and  Mason  Wright,  news. 
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newyorker.com 
The  New  Yorker 

BEST  NEWS  WEBSITE  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 

publicintegrity.org 

The  Center  for  Public  Integrity 
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►  The  Wall  Street  Journal  won  In  several 
categories  this  year,  Including  best  daily 
newspaper  website  with  1  million  unique 
monthly  visitors  and  over,  best  news 
and  event  feature  on  a  website  with 
1  million  unique  monthly  visitors  and 
over  for  “The  Lobotomy  Files,”  and  best 
news/political  blog  with  1  million  unique 
monthly  visitors  and  over  for  “Washing¬ 
ton  Wire.”  Pictured  are  (seated,  left  to 
right):  Neil  King  Jr.,  Michael  M.  Phillips, 
Kate  Milani,  Carol  E.  Lee,  Janet  Hook, 
(standing,  left  to  right)  Tim  Hanrahan, 
Aaron  Zitner,  Mary  Lu  Carnevale,  Peter 
Nicholas,  Mark  Anderson  and  Reid  J. 
Epstein.  (Photo  by  Jude  Marfil/The  Wall 
Street  Journal) 


-  editixaVidpublishercbtfi^',, 


^  The  Deseret  News  National  team  was 
awarded  best  weekly  or  non-daily  news¬ 
paper  website  with  under  1  million  unique 
monthly  visitors 


.  BEST  DAILY  NEWSPAPER  WEBSITE 
“  WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 


The  Wall  Street  Journal 


BEST  DAILY  NEWSPAPER  WEBSITE 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

pressdemocrat.com 
The  Press  Democrat 


BEST  WEEKLY  OR  NON-DAILY 
NEWSPAPER  WEBSITE  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 


>  Winner  of  best  daily  newspaper  website  with  under 
1  million  unique  monthly  visitors,  The  Press  Demo- 
craVs  online  news  team.  Pictured  from  left;  George 
Buce,  digital  developer;  Crissi  Langwell,  online 
producer;  Greg  Retsinas,  digital  director;  Heather 
Irwin,  creative  manager;  Tomas  Chadsey,  technical 
manager;  and  Katy  Liebers,  senior  producer 


edltorandpubli! 


Deseret  News  National 
Deseret  Digital  Media 


BEST  BUSINESS/FINANCE  WEBSITE 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

Forbes.com 


BEST  BUSINESS/FINANCE 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

VEGASINC.COM 


BEST  SPORTS  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 


ESPN  Digital  Media 


BEST  SPORTS  WEBSITE  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 

MSG  Varsity 


BEST  SPANISH-LANGUAGE  NEWSPAPER 
WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

_ _  Ai.tr  — 

LA  NACION 

BEST  SPANISH-LANGUAGE  NEWSPAPER 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

indicepr.com 
GFR  Media 


BEST  INVESTIGATIVE/ENTERPRISE 
FEATURE  ON  A  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

Fugitives  Next  Door 

USA  TODAY snd  Gannett  Digital  Staff 
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V  Pictured  are  members  of  the  core  Comcast  local  media  develop* 
merit  team  that  developed  EveryBlock  Chicago,  the  winning  entry 
for  Best  Social  Media/Crowd  Sourcing  with  under  1  million  unique 
monthly  visitors. 


BEST  INVESTIGATIVE/ENTERPRISE 
FEATURE  ON  A  WEBSITE  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS  (TIE) 


Big  Oil,  Bad  Air:  Fracking  the 
Eagle  Ford  Shale  of  South  Texas 
The  Center  for  Public 
Integrity,  InsideClimate  News, 
The  Weather  Channel 


BEST  INVESTIGATIVE/ENTERPRISE 
FEATURE  ON  A  WEBSITE  WITH 
UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS  (TIE) 


Till  Death  Do  Us  Part 
The  Post  and  Courier 


BEST  NEWS  OR  EVENT  FEATURE  ON 
A  WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 


The  Lobotomy  Files 
Michael  M.  Phillips  and  the  Staff 
of  The  Wall  Street  Journal 


BEST  NEWS  OR  EVENT  FEATURE  ON 
A  WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


APD  Under  Fire 
ABQJournal.com 


BEST  COMMUNITY  SERVICE  ON 
A  MEDIA-AFFILIATED  WEBSITE 
WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 


Wishbook 

San  Jose  Mercury  News  staff 


BEST  COMMUNITY  SERVICE  ON 
A  MEDIA-AFFILIATED  WEBSITE 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 


Fragile  Springs 

The  Gainesville  Sun  and  The 

Ocala  Star-Banner 


BEST  SOCIAL  MEDIA/CROWD 
SOURCING  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 


Your  Economy 
CNNMoney 


BEST  SOCIAL  MEDIA/CROWD 
SOURCING  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


EveryBlock  Chicago 
Comcast  Local  Media  Development 


BEST  INNOVATION  PROJECT  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 


Boston  Globe  Politics 
Dashboard  and  The  Talk 


CONGRATULATIONS 

TO  GMG  FOR  WINNING 
TWO  2014  EPPY  AWARDS 


702.990.2550  |  www.greenspunmedia.com 

2360  Corporate  Circle,  3rd  Floor  f  Henderson,  NV  89074 


EDITORef  PUBLISHER 


ENTERTAINMENT  WEBSITE  WITH 
UNDER  1  MILLION  UNIQUE  MONTHLY  VISITORS 

-  WWW.LASVBGASWEEKLY.COM 


BUSINESS/FINANCE  WEBSITE  WITH 
UNDER  1  MILLION  UNIQUE  MONTHLY  VISITORS 

- -  WWW.VEGASINC.COM  -  - 
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^  in  a  collaborative  project,  the 


National  Film  Board  of  Canada, 
The  Guardian  and  digital  design 
studio  Jams  won  best  innova¬ 
tion  project  with  under  1  million 
unique  monthly  visitors  for  their 
interactive  feature,  “Seven  Digital 
Deadly  Sins.”  Pictured  from 
The  Guardian  team  are  (left  to 


BEST  INNOVATION  PROJECT  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 


Seven  Digital  Deadly  Sins 


right):  Bim  Adewunmi,  Francesca 
Panetta,  Lindsay  Poulton  and 
Melissa  Denes 


The  National  Film  Board  of  Canada, 

The  Guardian  and  Jam3 

BEST  MOBILE  WEBSITE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 


ESPN  FC.com 


BEST  MOBILE  WEBSITE  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 


89,3  KPCC 

Southern  California  Public  Radio  Digital  Media 

BEST  MOBILE  APP  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 


The  SportsCenter 
ESPN  Digital  Media 

BEST  MOBILE  APP  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 


Yahoo  News  Digest 


BEST  NEWS  OR  EVENT  FEATURE 
VIDEO  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

Until  They  Came  Home 
Newsday.com  Staff 
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The  Center  for 


Public  Integrity 


Congratulations  to 
The  Center  for  Public  Integrity 
for  winning 

FOUR  2014  EPPY  Awards,  including 


EDITOR&’PUBLISHER. 


BEST 

NEWS  WEBSITE  WITH  UNDER  1  MILLION  UNIQUE  MONTHLY  VISITORS 

BEST 

INVESTIGATIVE/ENTERPRISE  FEATURE  ON  A  WEBSITE 

Big  Oil,  Bad  Air:  Fracking  the  Eagle  Ford  Shale  of  South  Texas 
(In  partnership  with  Inside  Climate  News  and  The  Weather  Channel) 

BEST 

ONLINE  INFOGRAPHICS  ON  A  WEBSITE 

The  International  Consortium  of  Investigative  Journalists,  a  project  of  The  Center  for  Public  Integrity 
China  Leaks:  Who  Uses  Offshore  Tax  Havens 

BEST 

NEWS/POLITICAL  BLOG 

The  Center  for  Public  Integrity  Consider  the  Source  &  Primary  Source 


Nonprofit  investigative  journalism  in  the  public  interest 


Center  for  Public  Integrity 

91 0  1 7th  Street  NW,  7th  Floor,  Washington,  DC  20006 
Office:  202-466-1300  Fax:  202-466-1 1 02 

William  E.  Buzenberg,  Executive  Director 


www.publicintegrity.org www.icij.or 


♦  ♦ 


BEST  NEWS  OR  EVENT  FEATURE 
VIDEO  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


>  Matt  Carpenter 
walks  off  the  field 
after  striking  out, 
leaving  Red  Sox 
closer  Koji  Uehara 
to  celebrate  with 
catcher  David 
Ross  as  they  win 
Game  6  of  the 
Worid  Series  at 
Fenway  Park  in 
Boston.  (Photo 
by  Robert  Cohen/ 
St.  Louis  Post- 
Dispatch) 


'f 


The  hands  and  heart  of  Paul  Miller 
York  Daily  Record 

BEST  SPORTS  VIDEO  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

I  Ann  Unstoppable 

The  Weather  Channel 

BEST  SPORTS  VIDEO  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 

Redding.conn 

Enterprise's  Road  to  State  2013 

BEST  ENTERPRISE/INVESTIGATIVE 
VIDEO  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER  (TIE) 

The  Real  Death  Valley 

The  Weather  Channel,  Telemundo, 

The  Investigative  Fund 

BEST  ENTERPRISE/INVESTIGATIVE 
VIDEO  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER  (TIE) 

Trying  to  Live,  Trying  to  Learn 

The  Denver  Post 

BEST  WEBCAST  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

HuffPost  Live 

The  Huffington  Post 


>  A  small  group  of  people  who  preferred 
to  remain  anonymous  laid  roses  along  the 
middle  of  the  road  that  stretched  about 
60  yards.  (Photo  by  Christian  Gooden/ 

St.  Louis  Post-Dispatch) 
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>  The  photo  projects  created  by  St  Louis 
Post-Dispatch  bloggers,  photographers 
and  graphics  staff  won  best  use  of 
photography  on  a  website  with  1  miiiion 
unique  monthly  visitors  and  over. 


y  Edward  Crawford 
throws  back  a  tear  gas 
container  after  tacti¬ 
cal  officers  worked 
to  break  up  a  group 
of  bystanders  on 
Wednesday,  Aug.  13, 
2014.  (Photo  by  Robert 
Cohen/Sf.  Louis  Post- 
Dispatch) 
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BEST  WEBCAST  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


GameDay  on  theday.com 
The  Day 

BEST  USE  OF  PHOTOGRAPHY  ON  A 
WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

Photo  and  Graphics  Teams 
St.  Louis  Post-Dispatch 

BEST  USE  OF  PHOTOGRAPHY  ON  A 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 

MPR  News 

Minnesota  Public  Radio  News 


BEST  OVERALL  WEBSITE  DESIGN 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 

WHIO.com 

CMG-Ohio,  Digital  and  Breaking  News  Teams 

BEST  OVERALL  WEBSITE  DESIGN 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

WilsonQuarterly.com 

The  Wilson  Quarterly  &  Marquee 

BEST  REDESIGN/RELAUNCH  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER  (TIE) 

newyorker.com 
The  New  Yorker 


>  The  team  from 
WHIO.com  won 
the  EPPY  for  best 
overall  website  de¬ 
sign  with  1  million 
unique  monthiy 
visitors  and  over. 


BEST  HOMEPAGE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

globeandmail.com 
The  Globe  and  Mail 


BEST  REDESIGN/RELAUNCH  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER  (TIE) 

TIME.com 


E  &  2014  r 
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BEST  REDESIGN/RELAUNCH 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

WilsonQuarterly.com 

The  Wilson  Quarterly  &  Marquee 


BEST  USER  EXPERIENCE  WITH  1  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 


ESPN  Digital  Media 
ESPN  Fantasy  Football 


BEST  USER  EXPERIENCE  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 


omy.sg 

Singapore  Press  Holdings 


BEST  ENTERTAINMENT  WEBSITE 
WITH  1  MILLION  UNIQUE  MONTHLY 
VISITORS  ANDOVER 


TVGuide.com 
CBS  Interactive 


BEST  ENTERTAINMENT  WEBSITE 
WITH  UNDER  1  MILLION  UNIQUE 
MONTHLY  VISITORS 

LasVegasWeekly.com 
Greenspun  Media  Group 


BEST  ONLINE  INFOGRAPHICS  ON  A 
WEBSITE  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 


How  Americans  Die 

Bloomberg  View 


BEST  ONLINE  INFOGRAPHICS  ON  A 
WEBSITE  WITH  UNDER  1  MILLION 
UNIQUE  MONTHLY  VISITORS 


The  Center  for  Public  Integrity’s 
International  Consortium  of 
Investigative  Journalists 
China  Leaks:  Who  Uses  Offshore  Tax  Havens 


BEST  CLASSIFIED  WEBSITE  WITH 
1  MILLION  UNIQUE  MONTHLY 
VISITORS  AND  OVER 


EICIasificado.com 


BEST  CLASSIFIED  WEBSITE  WITH  UNDER 
1  MILLION  UNIQUE  MONTHLY  VISITORS 


Okanjo/OnMilwaukee 
Shop  Local  Marketplace 


BEST  ONLINE  ADVERTISING/MARKETING 
CAMPAIGN  WITH  1  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 


The  New  Yorker  Creative  Studio 
The  New  Yorker,  Showtime,  and 
The  Sketchbook  Project  present 
the  “Dreadful  Project’’ 


THE 

GREATWAR 

th^STEELCITY 

WWl  imposed  a  clash  of  ethnic  loyalties, 
but  Pittsburgh  rallied  to  patriotism 


»>  MELISSA  DANIELS 


V  Ik  vuis  nol  siipposrd  lo 


-.-uirlslo  o 


. 

around  the  wodd.  -  --  ; 

Jeremy  Boren,  MeliW  n  • 

Fuqua,  fim;  ^ 

Justin  Merriman  n  -  •  ’  - 

Chris  Togneri  M 

S«en,  Melanie  VVa.s« 
andGuyWatheii 

2014E^ 

"  Finalist!—  . 


...  _  T'-'hLrVE.cora- 

’-800-909-8742  Kl  r 

'  •• ^  @TribUV£ 

We  Do  Things 
Right.  Here. 
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BEST  SPORTS  BLOG  WITH  UNDER  1 
MILLION  UNIQUE  MONTHLY  VISITORS 

Jesse  Newell 

The  Topeka  Capital-Journal 

BEST  COLLEGE/UNIVERSITY 
NEWSPAPER  WEBSITE 

The  Daily  Orange 
dailyorange.com 

BEST  COLLEGE/UNIVERSITY 
INVESTIGATIVE/ 

DOCUMENTARY  REPORT 

News21  Gun  Wars 
Carnegie-Knight  News21 

BEST  COLLEGE/UNIVERSITY  NEWS 
OR  EVENT  FEATURE  VIDEO 

TUSouthAfrica.com 
Temple  University  Department 
of  Journalism 


,  .editorandpublisher.cbriia; 


>  Jacob  Byk  of  Kent 
State  University  works 
on  a  story  for  the  Carne¬ 
gie-Knight  News21  ‘^Gun 
Wars”  investigation  in  a 
digital  newsroom  at  the 
Walter  Cronkite  School 
of  Journalism  and  Mass 
Communication.  “Gun 
Wars”  won  this  year’s 
EPPY  for  best  college/ 
university  investigative/ 
documentary  report 


BEST  NEWS/POLITICAL  BLOG 
WITH  UNDER!  MILLION  UNIQUE 
MONTHLY  VISITORS 

Consider  the  Source  & 

Primary  Source 

The  Center  for  Public  Integrity 


BEST  ENTERTAINMENT  BLOG 
WITH!  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

Deb’s  Style  File 
St.  Louis  Post-Dispatch 


BEST  ENTERTAINMENT  BLOG 
WITH  UNDER!  MILLION  UNIQUE 
MONTHLY  VISITORS 

Reverb 

The  Denver  Post 


BEST  SPORTS  BLOG  WITH  !  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

Bernie  Miklasz 
St.  Louis  Post-Dispatch 


>  Cronkite  School  fellowship  students  at  work. 


BEST  BUSINESS  BLOG  WITH  !  MILLION 
UNIQUE  MONTHLY  VISITORS  AND  OVER 

The  Bottom  Line 
St.  Louis  Post-Dispatch 

BEST  BUSINESS  BLOG  WITH  UNDER  ! 
MILLION  UNIQUE  MONTHLY  VISITORS 

SiliconBeat.com 

Bay  Area  News  Group  Business  Staff 

BEST  NEWS/POLITICAL  BLOG 
WITH!  MILLION  UNIQUE 
MONTHLY  VISITORS  AND  OVER 

Washington  Wire 
The  Wall  Street  Journal 


BEST  ONLINE  ADVERTISING/ 
MARKETING  CAMPAIGN  WITH  UNDER ! 
MILLION  UNIQUE  MONTHLY  VISITORS 

Best  of  Lawrence  ad  campaign 
LJWorld.com 


le,  former  Washmgi 
at  the  Walter  CronI 
at  Arizona  State  Ui 


iDul^ch 


LOCAL  TO 
NATIONAL 


Digital  advertising  and  branding  done  right, 


University  was  recognized  for  best  college 
newspaper  website. 


sales@onmilwaukee.com  I  (414)272-0557  1  ©onmilwaukee 


editorandpublishe^icom-.* 
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j  >  Temple  University  South  Africa  won  best  coiiege  news  or  event  feature  video  for 
their  project,  “Mother  Told  Me,  Speak.”  Pictured  are  (front  row):  Tyler  Horst;  Cambriae 
Bates;  Nichelle  Brunner;  Lucas  Proctor;  (center  row):  Ryan  Hall  (black  sweatshirt);  Jan¬ 
ice  Durrant  (pink  top);  Jacob  Pilkington;  Taylor  Lumpkin;  Suzannah  Cavanaugh;  (back 
row):  Steven  Frost;  Ezra  Lewis.  (Photo  by  Linn  Washington) 


Jodi  Glusco  -  WRAL.com 

George  Spohr  -  The  Times  Leader 

Andrew  Green  -  Financial  Times 

Will  Sullivan  -  Broadcasting  Board  of  Directors 

Tricia  Greyshock  -  Pennsylvania  News 

Media  Association 

Matt  Swanson  -  Civitas  Media 

Gabriela  Guaracao  -  AL  DIA  News  Media 

Troy  Thibodeaux  -  Associated  Press 

Mike  Gugliotto  -  Pioneer  News  Group 

Julia  Thompson  -  The  Arizona  Republic 

Tanya  Hanson  -  Orlando  Sentinel 

Marlize  van  Romburgh  -  Pacific  Coast 

Business  Times 

Chris  Harper  -  Temple  University  & 

Washington  Times 

Tyler  Walsh  -  Winnipeg  Free  Press 

Jere  Hester  -  CUNY  Graduate  School  of  Journalism 

Maggie  Wartik  -  TribLocal  -  Tribune  Media  Group 

Kyle  Whitfield  -  The  Dallas  Morning  News 

Mike  Jenner  -  University  of  Missouri 

Katie  Wilson  -  Quad  -  City  Times 

Keith  Jordan  -  Upstream  Digital  Media 

Robin  Yee  -  Ngee  Ann  Polytechnic 

Colleen  Kelly  -  Star  Tribune 

Jose  Zamora  -  Univision 

Allen  Klosowski  -  SpotXchange 


Adam  Sears  -  The  Bulletin 

Andrew  Mendelson  -  Temple  University 

Ryan  Moffat  -  AdTaxi  Networks 

Justin  Burke  -  EurasiaNet.org 

Jenney  Nalevanko  -  Kiplinger  Washington  Editors 

Kevin  Olson  -  Jackson  Hole  News  &  Guide 

Paul  Cheung  -  Associated  Press 

Bernie  Oravec  -  Williamsport  Sun  -  Gazette 

Chris  Coates  -  Sioux  City  Journal 

Shaylan  Owen  -  Hoosier  Times 

Kevin  Dale  -  The  Denver  Post 

Nora  Paul  -  University  of  Minnesota 

Luann  Dallojacono  -  Long  Islander  Post 

Troy  Piekarski  -  Pittsburgh  Post  -  Gazette 

Janet  DeGeorge  -  Classified  Executive  Training 

Edward  Pikulski  -  Times  Shamrock 

Nick  DeLorenzo  -  Civitas  Media 

Jessica  Puente  -  The  Press  -  Enterprise 

George  Dratelis  -  Acropolis  Interactive 

Anne  Raih  -  GateHouse  Media 

Darrell  Durham  -  The  Arizona  Daily  Star 

Greg  Retsinas  -  The  Press  Democrat 

Jeremy  Schultz  -  Thomson  Reuters 

Pam  Fine  -  University  of  Kansas 

Roberto  Escardo  -  The  Walt  Disney  Company 

Latin  America 

Mark  Francescutti  -  The  Dallas  Morning  News 


EPPY  2014  Judges 


Pete  Adler  -  -  Canada.com 

Chris  Krug  -  Independent  Media  Adviser 

Jim  Aired  -  News  Publishing  Company 

JackLail  -  Knoxville  News  Sentinel 

Jeff  Avgeris  -  Pioneer  News  Group 

Ross  Lasley  -  The  Internet  Educator 

Yvonne  Latty  -  New  York  University 

Maria  Bastidas  -  Mundo  Hispanico 

Vance  Lehmkuhl  -  Philly.com 

Leah  Betancourt  -  WTOC.com 

Kristin  Bleiler  -  Pennsylvania 

News  Media  Association 

Rebeccah  Lutz  -  Tallahassee  Democrat 

Jak  Boumans  -  Electronic  Media  Reporting 

Laura  McAdoo  -  The  Seattle  Times 

Tom  Bray  -  The  Press  -  Enterprise 

Paul  McAfee  -  Freedom  News  Group 

Frank  Bridgewater  -  Honolulu  Star  -  Advertiser 

Christine  McKenna  -  CUNY  University  of  New  York 

Meredith  Broussard  -  Temple  University 

Paul  Bucci  -  Pacific  Newspaper  Group 

Javier  Moya  -  The  Gang  Tab/Revista  Don 

Mike  Casey  -  MSG  Varsity 

Jimena  Catarivas  -  La  Rasa 


digital  publishing  /  newsosaur 


digital  publishing  cojitinuedfrom.  page  25 

Mills  said.  “I  cannot  think  of  anj^Dlace 
we  get  more  journalism  and  media 
news  these  days  than  on  Twtter,  even 
if  much  of  it  is  links  to  other  content 
on  websites  and  blogs.” 

Steve  Woodward,  a  former  reporter 
turned  instructor  at  Central  Washing¬ 
ton  University,  found  the  geocoded 
search  tool  on  Twatter  most  useful  in 
his  reporting.  Using  a  search  term  like 
“near:Ellensburg,WA  within:5nii,”  or 
going  a  step  further  and  using  latitude 
and  longitude,  allowed  him  to  uncover 
revealing  tweets  and  stories  in  and 
around  his  community  he  never  would 
have  heard  about  othensnse. 

Here  are  a  couple  of  recent  t\veets  he 
was  able  to  uncover  using  this  simple 
approach  he  posted  on  Buttiy^’s  blog. 

You  tell  me  if  the/ d  be  useftil  to  a 
reporter:  ‘Tin  the  asshole  that  just  about 
hit  a  biker  with  my  car,” ?a\d  “7  beat  up 
women  because  1  think  ^^’s/^/7^.”and  “Yay 
domestic  violence...” {rom  a  local  athlete. 

Don  Wyatt,  the  state  editor  for  the 
Morning  Sun,  has  been  experimenting 
with  a  software  tool  called  Dataininr. 
Developed  in  a  jDartnership  ^^^th  l\\dt- 
ter,  Datamini-  analj^zes  the  500  million 
tweets  ])osted  evei-j'  day  to  help  track 
l^otential  breaking  news  and  patterns 
that  could  indicated  important  stories. 
It  also  pro\'ides  an  advanced  geo¬ 
graphic  analysis  of  tweets,  as  well  as  a 
sophisticated  system  to  track  breaking- 
news  by  region. 


There  are  countless  other  T\\itter 
tools  journalists  should  have  in  their 
toolbox.  Some  of  the  best  include: 

lYendsmap:  shows  the  latest  local 
T\vitter  trends  in  your  community 
Buzzsumo:  displays  the  most 
shared  links  and  key  influencers  of 
your  content 

SocialBro:  lots  of  data  about  your 
audience  and  community 
T\^dpho:  Tetter  picture  feed 
searchable  by  keyword  or  location 
Hashtagify:  shows  related  hashtags 
around  a  specific  topic 
Bluenod:  Maps  and  wsualizes 
communities  around  a  Tvvdtter  user  or 
hashtag 

Is  Tetter  a  silver  bullet  that  can 
magically  save  newsrooms?  Of  course 
not.  But  it’s  a  powerful,  free  tool  that 
evei-}' journalist  could  be  availing 
themselves  of  and  adapting  into  their 
workflow.  Avoiding  it  because  Twdtter 
advocates  like  Buttr>'  come  across  as 
a  new  journalistic  “priesthood”  (as 
Baquet  noted)  seems  to  be  the  same 
tired  response  that  got  newsrooms 
into  a  cycle  of  complacency  many  are 
still  ti-jdng  to  dig  out  from.  ■ 

tRob  Tornoe  is 
a  cartoonist 
and  columnist 
for  Editor  and 
,  Publisher.  AeacA 
him  at  robtornoe@ 

\  '  gmail.com. 
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or  other  physical  artifact  that  they  view 
as  a  collectible,  but  see  no  value  in  pay¬ 
ing  for  access  to  ephemeral  headlines 
that  are  freely  available  everywhere. 

They  are  turned  off  by  the  dispas¬ 
sionate  voice  that  characterizes  con¬ 
ventional  media,  preferi’ing  treatments 
that  evoke  an  emotional  response. 

They'  ai^e  smart,  engaged  and -want  juicy 
ai-tides  tliat  take  stands  on  impoi-tant  topics. 

They  wall  exercise  the  full  power  of 
choice  made  possible  by  their  always- 
on  mobile  de-vaces. 

They  are  decisive.  If  they  don’t  like 
the  content  they  are  getting,  they  ^^all 
make  their  o^^al. 

Given  the  above,  it  is  easy  to  see  that 
publishers  and  editors  have  a  higher 
regard  for  their  products  than  the  next- 
gen  consumers  they  need  to  attract. 
Now,  the  only  question  remaining  is 
whether  they  have  the  gumption— and 
time— to  turn  things  around.  ■ 

Alan  D.  Mutter 
is  a  former  editor 
and  Silieon  Valley 
CEO  xciho  today 
semes  as  a  strategic 
adviser  to  media 
and  technology 
companies.  He 

blogs  at  Reflections  of  a  Newsosaur 
(newsosaur.blogspot.com). 
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Randall  Brant  has 
been  named  senior 
vice  president  of 
sales  for  North  Car¬ 
olina-based  Chdtas 
Media.  He  vnll  lead 
all  sales  operations 
for  the  company,  su- 
]:)cn’ising  eight  regional  managers  and 
more  than  180  team  members  across 
11  states.  Before  joining  Cmtas  Media, 
Brant  held  executive  positions  vith 
the  Pittsburgh  Post-Gazette,  Salt  Lake 
'P'ihune,  Dallas  Morning  News,  Den¬ 
ver  Post,  and  others. 


Jonathan  Stinson 

has  been  named 
publisher  of  the  Sand 
^,3  Mountain  {Mdi.)  Re¬ 
porter.  He  replaces 
Ben  Shurett,  who 
has  retired,  but  wall 
"  continue  in  a  con¬ 
sulting  role.  Stinson  has  been  with  the 
paper  for  five  years  and  most  recently 
served  as  managing  editor. 

Selma.  (Ala.)  Tinies-Jow'nal  edi¬ 
tor  Tim  Reeves  has  left  to  become 
jiresident  of  Vicksbui'g  Newsmedia 
and  publisher  of  The  Vicksburg  Post. 
Reeves  had  been  editor  of  the  Times- 
.Journal  since  2010,  and  helped  lead 
the  newspaper  through  a  redesign, 
the  launch  of  a  magazine,  and  several 
other  projects. 


vice  president  of 
Gannett’s  Indiana 
Media  Group,  w'hich 
oversees  The  Star 
Press  in  Muncie,  The 
Jouj-nal  &  CouHer 
in  Lafayette  and  The 
Palladium-Item  in  Richmond.  Lindus 
w^as  most  recently  director  of  sales  for 
the  group. 

Steve  Smith,  a 
newspaper  execu¬ 
tive  and  operations 
expert  ^vith  more 
than  three  decades  of 
service  for  the  E.W. 
Scripps  Co.,  has  been 
named  publisher  of 
the  Record  Searchlight  in  Redding, 
Calif.  The  new  role  will  be  in  addition 
to  his  current  responsibilities  as  \ice 
president  of  operations  for  the  Scripps 
Newspaper  Group.  He  replaces 
Shanna  Cannon,  w^ho  is  now  regional 
publisher  of  the  Ventura  County  Star. 

Curt  Dreibelbis 
has  been  named 
publisher  of  Ad¬ 
vance  Publications 
of  Periy  and  Juniata 
Counties,  Inc.  in 
^  Pennsylvania,  which 
publishes  71^.6 
Sun  of  New^^ort,  the  Juniata  Sentinel 


Richard  Tomko  has  been  named  pub¬ 
lisher  of  amNeiuYork.  He  will  oversee 
day-to-day  operations  and  long-term 
strategy.  Tomko  has  over  18  years  of 
digital  publishing  experience  and  joins 
from  Boost  Digital.  Prior,  he  spent  14 
years  at  Time  Warner  and  CNN. 


Brad  Ward  has 
been  promoted  to 
president  and  chief 
operating  officer  of 
TowTiNews.com. 
Ward  has  been  in  the 
industiy^  for  29  years. 
In  2000,  he  joined 
the  TowTiNew's.com  team  after  three 
years  with  Lee  Enterprises,  w^here 
he  held  the  title  of  IT  systems  direc¬ 
tor,  and  w^as  in  charge  of  new'spaper 
production  system  installation  and 
support. 

Jim  Robertson  has 
been  elected  presi¬ 
dent  of  the  Missouri 
Press  Association. 
Robertson  has 
worked  in  communi¬ 
ty  new'spapers  since 
1977,  joining  the 
staff  of  the  Columbia  Daily  Tribune  in 
1981  and  becoming  managing  editor 
in  1987.  He  has  seri'ed  in  leadership 
positions  on  the  boards  of  Missouri 
Associated  Press  Managing  Editors, 


Richard  Brashear 

has  been  named 
general  manager  of 
Main  Street  Digital, 
the  start-up  digital 
marketing  ser\Tces 
compan3Tormed  by 
the  Moms  Publishing 
Group.  Brashear  wtII  lead  gro^vth  strat¬ 
egy'  and  oversee  the  sales,  operations, 
product  development  implementation 
and  the  management  of  the  national 
fulfillment  and  retention  teams. 

Cliervl  Lindus  has  been  named 


Paul  Kasbohm  has  been  named  senior  vice 
president  and  chief  revenue  officer  with  the  Min¬ 
neapolis  Star  Tribune  Media  Co.  The  17-year  Star 
Tribune  veteran  will  be  responsible  for  all  aspects 
of  the  company’s  advertising-based  revenue, 
leading  a  150-person  sales,  marketing  and  prod¬ 
uct  management  team. 


of  MiftlintowTi,  the  Perry  County 
Times  of  New  Bloomfield,  and  the 
Duncannon  Record.  Dreibelbis  comes 
to  the  newspapers  from  decades  in  the 
radio  broadcasting  industry. 


the  Missouri  Society  of  Newspaper 
Editors  and  the  Missouri  Sunshine 
Coalition. 

Brian  D.  Kramer  has  been  named 
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publisher  of  Wliite 
Mountain  Publish¬ 
ing  in  Arizona,  which 
includes  several 
newspapers,  includ¬ 
ing  the  White  Moun¬ 
tain  Independent. 

He  spent  the  last  two 
years  as  circulation  director  of  Casa 
Grande  Valley  Newspapers,  a  chain  of 
six  publications. 

Peter  Canellos  has  been  named 
executive  editor  of  Politico.  Canellos, 
who  until  September  had  been  edito¬ 
rial  page  editor  of  the  Boston  Globe, 
had  been  wth  the  paper  for  26  years, 
inclu  ding  several  years  as  Washington 
bureau  chief 


Alabama:  Pam  Siddall,  president,  Ad¬ 
vance  Central  Sendees,  Wilmington, 
Del.  Georgia:  Derek  J.  May,  execu¬ 
tive  wee  president,  Morris  Publish¬ 
ing  Group,  Augusta,  Ga.  Oklahoma: 
Christopher  P.  Keen,  president  and 
publisher.  The  Oklahoman,  Oklahoma 
City.  Tennessee:  Patrick  Birming¬ 
ham,  president  and  publisher,  Knox¬ 
ville  News-Sentinel,  Knoxwille,  Tenn. 
Texas:  Paul  Barbetta,  chief  operating 
officer,  Houston  Chronicle,  Houston, 
Texas.  At-Large:  Grant  Moise,  senior 
wee  president,  business  development 
and  niche  products,  The  Dallas  Morn- 
ingNews,  Dallas,  Texas.  At-Large: 
Jason  Taylor,  president  and  publish¬ 
er,  The  Clarion-Ledger,  Jackson,  Miss. 


Charles  Hill  Morris, 
regional  manager  of 
Morris  Multimedia, 
Atlanta,  Ga.,  was 
elected  president 
of  the  Southern 
Newspaper  Publish¬ 
ers  Association.  The 
following  officers  were  also  elected: 
Chairman:  Thomas  A.  Silvestri, 
]u-esident  and  publisher,  Riehmoml 
Tinies-Dispatch,  Richmond,  Va. 
President-Elect:  Robert  J.  Weil,  vice 
president/operations.  The  McClatchy 
Co.,  Sacramento,  Calif  Treasurer:  Da¬ 
vid  Dunn-Rankin,  president  and  pub¬ 
lisher,  The  Sun,  Port  Charlotte,  Fla. 
Elected  to  seats  on  the  board  Avere: 


tity  and  strategy'  as 
well  as  digital  market¬ 
ing  strategy',  working  wth  product, 
editorial,  and  sales.  Schnuriger  awII  be 
responsible  for  digital  product  dcA'el- 


Colleen  Noonan 
has  been  named  vice 
president  of  mar¬ 
keting  and  creative 
sendees  and  Melanie 
Schnuriger  has  been 
named  Nice  president 
of  product  dcA^elop- 
mentAAdth  TheNexa 
York  Daily  News. 
Noonan  awII  oversee 
the  development 
of  brand  Adsual  iden¬ 


Tracey  Altman  has  been  promoted  to  execu¬ 
tive  vice  president/sales,  marketing,  digital 
and  content  at  Athlon  Media  Group.  She  will  . 
lead  strategy  for  the  Nashville-based  publisher  ., 
of  newspaper-distributed  magazines,  which 
recently  acquired  Parade  and  Dash  magazines  ^  - 
and  related  digital  assets  from  Advance  Pub¬ 
lications.  In  addition,  Lisa  Delaney  has  been  pro- 
SVP/editorial  director  for  AMG's  port¬ 
folio  of  titles,  including  Parade,  Dash,  American  . 
Profile,  Relish,  Spry  Living,  Athlon  Sports  and 
new  brand  CommunityTable.com. 


opment  across  all  platforms. 

Jennifer  Preston  has  joined  the  John 
S.  and  James  L.  Knight  Foundation  as 
vice  president  for  journalism.  Preston 
brings  more  than  30  years  of  ncAvs- 
room  and  business-side  experience  to 
the  position,  including  senior  editorial 
and  management  roles  at  The  Neio 
York  Times. 


Tribune  Publishing 
Co.  has  appointed 
Nancy  Meyer  as 
publisher  and  CEO  of 
the  Orlando  Sentinel. 
Meyer  aaiII  replace 
Howard  Greenberg, 
Avho  has  served  as 
publisher  and  CEO  of  the  Orlando 
Sentinel  Media  Group  and  Sun  Sen¬ 
tinel  Media  Group  for  the  last  six  and 
a  half  years.  Greenberg  Avill  remain 
as  publisher  and  CEO  of  Sun  Senti¬ 
nel  Media  Group  in  South  Florida. 
Meyer  prcAdously  spent  eight  years  at 
the  Hartford  Courant  in  Connecticut. 
MeanAA^hile,  Rick  Daniels  Avill  join  the 
Tribune  Publishing  Co.  as  publisher 
and  CEO  of  the  Hartford  Courant. 

The  Alliance  for  Audited  Media  has 
named  Chris  Carter  as  sales  director 
of  digital  senices,  supporting  a  set  of 
verification  and  consulting  sendees  that 
stem  from  AAM’s  recent  merger  AAdth 
ImSendces  Group.  In  his  ncAv  position, 
Caiter  aaqU  AA^ork  AAdth  AAM  and  ImS- 
A'endees’  clients  to  proAdde  solutions  that 
help  address  online  brand  safety,  im^alid 
and  nonhuman  digital  traffic,  and  cer¬ 
tifications  to  industiy  best  practices 
established  by  the  InteractiA^e  Advertis¬ 
ing  Bureau,  Media  Rating  Council,  and 
Mobile  Marketing  Association. 

Steve  Provost  has  been  named 
managing  editor  of  The  CambHan  in 
California.  He  succeeds  Bert  Etling, 
AA'ho  left  to  become  editor  of  the 
land  Daily  Tidings  in  Ashland,  Ore. 
ProA'ost  Avas  prcAdously  a  ncAA^s  editor 
at  The  Fresno  Bee  for  14  years. 
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Clifford  Richner 

has  been  elected 
chairman  of  the 
Local  Media  As¬ 
sociation’s  board 
of  directors.  He 
succeeds  Gloria 
Fletcher,  president 
of  Sound  Publishing,  whose  one-year 
term  ended  in  October. 

Noel  Brinkerhoff  has  been  named 
editor  of  ^eAmeiican  Canyon  Eagle, 
part  of  Napa  Valley  Publishing  in  Cali¬ 
fornia.  He  has  nearly  15  years  of  politi¬ 
cal  journalism  experience,  and  began 
his  career  in  Sacramento  covering  the 
state  capitol  and  ^vriting  on  statewade 
politics  for  the  California  Journal. 

Michele  McNally 

has  been  named 
World  Press  Photo 
chair  for  the  2015 
photo  contest  jur}'. 
McNally,  director 
of  photography  and 
assistant  managing 
editor  of  The  New  York  Times,  will  be 
joined  by  a  group  of  16  other  profes¬ 
sionals  to  judge  the  leading  annual 
photojournalism  contest.  McNally 
became  director  of  photography 
for  The  New  York  Times  in  June  2004, 
and  assistant  managing  editor  in  July 
2005.  She  has  been  a  jurj^  member  on 
three  prerious  occasions  and  chaired 
the  juiy  of  the  2007  photo  contest. 

Matt  Hutton  has  been  named  editor 
of  \he.  Ashtabula  (Ohio)  Star  Beacon. 
He  preriously  worked  as  editor  at  the 
Peru  Tribune  in  Indiana  and  the  Mon¬ 
mouth  Daily  Review  Atlas  in  Illinois. 

BTom  Kennedy 
has  been  named 
executive  director 
of  the  American 
Society  of  Media 
Photographers.  He 
will  assume  the  role 
in  January,  replac- 
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ing  current  executive  director  Eugene 
Mopsik.  Kennedy  has  also  served  on 
the  board  of  directors  of  the  National 
Press  Photographers  Association. 

Derek  Milne  has  joined  PuzzleFlow 
Media  Technologies,  developer  of 
integi'ated  prepress  and  workflow 
solutions  for  the  printing  and  publish¬ 
ing  industries,  to  further  develop  their 
portfolio  of  national  and  international 
magazine  and  newspaper  publishing 
clients.  Milne  joins  PMT  \rith  more 
than  20  years  experience  in  the  graph¬ 
ic  arts  industty,  having  spent  eight 
years  at  OneVision,  most  recently  as 
senior  technical  account  and  customer 
sendee  manager  for  North  America. 

Scott  Stroud  has  been  named  news 
editor  of  the  Associated  Press’  Ken- 
tuck}'^  and  Tennessee  regions.  He  joins 
the  AP  from  Xh^  Nashville  Tennessean, 
where  he  was  the  paper’s  politics  and 
government  editor.  He  preriously 
worked  as  a  reporter  at  the  Lexington 
(Ken.)  Herald-Leader,  and  held  posi¬ 
tions  at  the  San  Antonio  Express-Nezos 
and  South  Carolina’s  The  State. 


Kai  El’  Zabar  has  been  named  execu¬ 
tive  editor  of  The  Chicago  Defender. 
She  becomes  the  first  woman  in  the 
paper’s  110-year  history  to  hold  the  top 
editorial  position.  El’  Zabar  worked  at 
the  newspaper  as  a  staff  writer  in  the 
late  1970s.  She  has  also  held  positions 
at  Minorities  in  Business,  LifeLines, 
The  Journal  of  African  Ameiican 
Health  and  tavistalks.com. 


0  Donna  Barrett, 

president  and  CEO 
of  Community 
Newspaper  Hold¬ 
ings,  Inc.,  Mont¬ 
gomery,  Ala.,  was 
re-elected  chairman 
of  the  Southern 

Newspaper  Publishers  Association 
Foundation  Board  of  Trustees.  In 
addition  to  Barrett,  two  additional 
foundation  officers  also  were  re¬ 
elected:  Vice  Chairman:  Lissa  Walls 
Vahldiek,  CEO  of  Southern  News¬ 
papers,  Inc.,  Houston,  Texas,  and 
Treasurer:  Gregg  K.  Jones,  president 
and  CEO  of  Jones  Media  in  Green- 
eville,  Tenn.,  and  co-publisher  of  The 
Greeneville  Sun. 

Evan  Berland  has  been  named  a 
global  news  manager  at  Associated 
Press.  He  wll  oversee  weekend 
operations  in  all  formats,  working 
before  the  weekend  to  plan  weekend 
coverage  and  leading  it  on  Saturdays 
and  Sundays.  A  14-year  AP  veteran, 
Berland  has  been  deputy  editor  for 
the  eastern  United  States  since  2011. 


He  was  previously  AP  news  editor  in 
South  Carolina  and  North  Carolina, 
day  supervisor  in  Trenton,  N.J., 
and  a  newsman  and  chief  political 
reporter  in  Hartford,  Conn. 

Quinten  Boyd  has  been  named  man¬ 
aging  editor  The  Cherokeean  Herald. 
Previously,  he  sensed  as  sports  editor 
and  general  news  reporter.  Boyd  has 
worked  with  the  paper  for  six  years. 


Katrice  Hardy  has  been  named  managing 
editor  of  Tlic  Virginian-Pilot,  replacing  Maria 
Carrillo,  who  is  now  an  editor  at  The  Houston 
Chronicle.  Hardy  started  out  as  an  intern  at 
the  paper  19  years  ago  and  was  hired  several 
months  later  as  a  general  assignment  report¬ 
er.  In  2005,  she  became  the  paper's  weekend 
editor  and  earlier  this  year  was  named  senior 
digital  editor. 


editorandpublisher.com 


Book 
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TIlBilllost  Comprehensive 
Resoui^lNif  Newspaper  Markets 


Book  1 : 

•  Dailies  throughout  U.S.  and  Canada 

•  U.S.  and  Canadian  daily  newspaper  groups 

•  Syndicates  and  news  services 

•  Equipment/Interactive  products  and  services 

•  Associations  and  trade  organizations 

Book  2: 

•  Community  weeklies,  ethnic,  specialty  and 
free  publications 

•  Community  shoppers  and  TMC  publications 

•  Publication  appraisers  and  brokers 

•  State  and  national  newspaper  representatives 

•  Alternative  delivery  services 

•  College  and  university  newspapers 

•  Journalism  schools 

Book  3: 

•  Contact  information  directory 

•  Name,  title,  company,  email,  phone 

•  Over  39,000  newspaper  personnel 


This  powerful  directory  is  your  connection  to 
key  decision-makers  in  the  newspaper  industry. 

The  directory  details  contact  information, 
personnel,  circulation,  advertising  rates, 
mechanical  specifications,  commodity 
consumption,  and  equipment. 

Order  Toll  Free:  (888)  732-7323 

(949)  660-6150  (outside  U.S.) 

8:30  a.m.  -  5  p.m.,  M-F  (PT) 

Order  Online: 

Print  version: 

editorandpublisher.com/printdatabook 
Online  database: 
editorandpublisher.com/databook 
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Alliance  for 
Audited  Media 
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Star-Advertiser  Readershii 


A  week  in  print  and  a  month  online  with 
the  Star-Advertiser  reaches  75%  of 
Oahu  adults. 

StiradvBrtisarxoii)  D>l|f  Star  AdywtiMr  Sundi;  Stai-Vhrrtiser 

30  Days  ha»g»  Issue  Average  Issue 
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Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:  224-366-6949 

E-mail: 

Kristina.Meinig@auditedmeclia.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use. Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members, the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

Show  advertisers  your  local  audience  reach  with  an  AAM  audit.  From  insert  verifica¬ 
tion  to  website  traffic  audits,  AAM's  innovative  audit  services  allow  newspapers  to 
show  potential  buyers  trusted  data  about  their  audiences  and  reach  in  their  distinct 
markets. 

We  offer  an  array  of  products  and  services.  AAM's  Media  Intelligence  Center  is  the 
source  for  media  buyers  to  access  reliable  cross-channel  newspaper  data.This  state- 
of-the-art  database  now  contains  data  for  nearly  2,000  newspapers  that  are  members 
of  AAM  or  the  Certified  Audit  of  Circulations.  AAM's  Consolidated  Media  Report,  or 
CMR,  provides  a  comprehensive  view  across  a  newspaper's  print  and  digital  products. 


Testimonial 

Media  buyers  are  supporting  the  CMR.Chris  Cope, founder/president  and  CEO  of  ACG- 
Media  and  chairman  of  AAM's  Newspaper  Buyers' Advisory 
Committee  believes  the  CMR  is  a  tool  to  efficiently  evaluate  a 
newspaper's  cross-channel  audience. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so 
we  have  a  comprehensive  picture  of  what  we're  evaluating," 

Cope  said. "We  can  also  see  where  one  medium  can  comple¬ 
ment  and  enhance  the  effectiveness  of  another.This  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions."  Chris  tope,  «o  of  ACCMedia  and 

chairman  of  the  AAM  Newspaper 

^  .  Buyers' Advisory  Committee 

Success  Story 

The  Honolulu  Star-Advertiser  released  its  first  CMR  in  201 1  and  continues  to  expand 
its  report  as  its  brand  evolves.The  report  now  includes  a  variety  of  print,  digital  and 
audience  data,  including  readership  charts  that  have  helped  integrate  the  CMR  into 
their  sales  strategies. 

"Initially  the  CMR  gave  us  an  opportunity  to  bring  together  our  products,"  said  Dave 
Williams,  vice  president  of  circulation  for  the  Star-Advertiser."Most  importantly,  it  gave 
our  ad  reps  a  credible  report  of  our  product  line  that's  been  audited.  We've  added  a  lot 
of  the  products  in  the  last  year. The  CMR  gives  us  the  flexibility  to  be  able  to  add  those 
in  a  concise  format,  using  the  AAM  brand  to  support  the  quality  of  reporting.  It's  con¬ 
cise.  It's  a  one-stop  shop.  And  it  adds  the  credibility  because  every  number  on  there  is 
audited.  I  think  the  CMR  raises  the  bar  for  us." 


Vision  Data's 

"Soup-to-Nuts" 

Advantage ... 

What  it  can  mean  to  your  company: 

Since  Vision  Data  first  began  serving  newspapers  back  in  the 
mid-70's,  we  have  been  dedicated  to  providing  for  publishers' 
changing  needs  with  the  development  and  advancement  of 
a  complete  suite  of  dynamic  internally  developed  software 
applications,  backed  by  superior  service  and  user  support. 

Our.practice  of  hiring  and  retaining  the  best  people  and  fos¬ 
tering  an  atmosphere  of  team  innovation  have  allowed  a 
solid  history  of  growth,  without  the  need  for  merger  or  ac¬ 
quisition. 

The  result  of  our  unified  approach  to  development  is  a 
huge  benefit  for  today's  progressive  publisher;  a  complete 
"Soup-to-Nuts"  menu  of  coordinated  sales,  customer  serv¬ 
ice,  business  and  production  applications,  including: 

Online  tool  suite:  . 

Sales  Tablet,  CRM,  Order  entry,  more 

•  Website  customer  service  screens  for  subscribers,  carri¬ 
ers,  dealers,  classified  and  retail  advertisers;  all  driven  di¬ 
rectly  by  our  base  systems,  simplifying  usage  and  saving 
time  and  costs.Included  search  engine  creates  more  sales. 

•  Remote  account  management  for  outside  sales  reps  con¬ 
nects  directly  to  order  entry,  ad  tracking,  accounting,  report¬ 
ing,-  enabling  full  instant  field  functionality  with  full  CRM. 

Advertising: 

•  Single  database,  single  screen  entry  for  classified,  retail, 
on-line,  preprints,  special  packages, etc.  Campaign  man¬ 
agement  suite,  CRM,  E-tears,  auto  proof  email,  etc.  Total 
functionality  in  a  single  application. 

Circulation: 

•  Circulation  management  system  for  today's  print,  dig¬ 
ital  and  blended  subscription  models.  Postal  reporting. 
Mapping,  EZ  Pay,  user-friendly  CSR,  accounting,TMC,  etc. 

Production: 

•  User-friendly  Classified  Pagination/Publication  Layout 
for  Quark  or  InDesign 

•  Ad-Tracking  function,  manages  production, cuts-costs, 
streamlines  ad  creation. 

Accounting: 

•  Accounts  Receivable  management  &  reporting 

•  Accounts  Payable/General  Ledger  system 


Technological  Innovation:  vision  Data  con 

stantly  re-invests  in  innovation  and  development.  Our  ex¬ 
perienced  staff  has  excellent  skills  in  managing  accounting 
and  circulation,  as  well  as  flowing  and  controlling  ads.  We 
are  constantly  developing  revenue  modules  that  add  to 
your  sales  packages.  Our  VisionWeb  suite  team  is  second 
to  none  in  the  industry  and  is  dedicated  to  keeping  Vision 
Data  on  the  cutting  edge  of  that  technology. 

Configuration  Options:  vision  Data  "Soup-to- 
Nuts"  packages  are  available  in  various  configurations:  In 
addition  to  locally-hosted  server  configurations,  we  offer 
both  laaS  (Infrastructure  as  a  Service  -  Vision  Data  hosted) 
and  SaaS  (Software  as  a  Service  -  leased  access)  system 
configurations,  both  of  which  save  you  the  cost  and  man¬ 
power  of  installing  and  managing  your  own  server. 

Large  Customer  Base:  we  have  a  large  base  of 
over  2,000  publications  made  up  of  a  good  mix  of  pri¬ 
vately  owned  newspapers  and  newspaper  groups.  We 
have  continually  grown  our  base  at  a  manageable  rate  , 
aided  by  our  reputation  for  outstanding  customer  service 
and  attention  to  customer  needs.  We  take  great  pride  in 
our  history  of  customer  retention. 

"Soup-to-Nuts" Ongoing  Support  Pricing: 

By  investing  in  Vision  Data's  "Soup-to-Nuts"  systems,  you 
can  also  lower  your  ongoing  support  costs  by  replacing 
multiple  vendor  support  charges  with  a  singled  "Pack- 
aged"support  charge.  Publishers  investing  in  the  total  Vi¬ 
sion  Data  "Soup-to-Nuts"  package  can  save  over  fifty 
percent  from  the  cost  of  multiple  support  packages. 

Competitive  Pricing:  When  we  believe  a  news¬ 
paper  is  a  good  fit  for  Vision  Data's  user  base  (built  over 
40  years  of  steady  growth)  we  can  be  very  aggressive 
with  pricing,  as  we  are  privately-owned  and  no  one  can 
touch  our  low  overhead. 

If  overall  performance,  simplicity  of  operation, 
vendor  reputation  &  support,  innovation,  and  the 
cost  of  implementation  are  some  of  your  primary 
concerns,you  should  definitely  include  Vision  Data 
in  your  selection  process. 

Contact  us  today ... 

■^VISION  DATA 

sales@vdata.com  518-434-2193 
www/vdata.com 


Business  Directory 


Who  we  are  and  what  we  do  - 

ICANON  is  a  privately  held  company  centrally  lo¬ 
cated  in  the  Northeast  Business  Corridor  near  Phila¬ 
delphia,  Pennsylvania.  Regardless  of  application,  data 
management  is  a  core  competency  with  ICANON 
since  its  formation  in  1 990. 

Newzware  is  an  established  legacy  of  circulation, 
advertising,  production,  financial,  editorial  software 
and  professional  service  solutions  for  the  publishing 
industry.  Newspaper  and  media  professionals  rely  on 
timely  and  reliable  processes  to  efficiently  manage 
the  production  and  financial  workflow,  leaving  valu¬ 
able  time  for  creativity  and  thoughtful  management 
of  new  industry  challenges.  Newzware,  as  a  division 
of  ICANON  Associates,  provides  the  software  solu¬ 
tions  to  manage  the  former  and  the  customer  support 
to  assist  with  the  latter.  Newzware  users  obtain  and 
share  information,  manage  their  resources,  generate 
revenue  and  remain  productive  all  within  the  protec¬ 
tive  framework  of  Newzware  Software  Solutions. 
Most  importantly,  our  Newzware  users  develop  a  real 


Benefits  to  you  as  a  Media  Company  - 

The  new  media  publishing  industry  is  a  marvel  of  evolution 
and  we  face  disruptive  changes  that  challenge  traditional  pub¬ 
lishing  methods.  Your  customers  are  getting  their  information 
in  new  ways,  how  will  you  compete? 

Newzware  is  a  cost-effective  evolutionary  platform  that  will 
help  you  produce,  assemble,  deliver  and  profit  from  your  ef¬ 
forts  in  the  modern  publishing  age.  ICANON  believes  that 
you  need  only  invest  in  these  software  tools  one  time.  The 
software  vendor  should  be  stable  and  responsible  for  keeping 
their  product  current  with  technology  advances  and  meeting 
the  demands  of  its  customer  base.  That  is  why  all  Newzware 
Customers  under  Maintenance  Contract  continue  to  receive 
all  Newzware  license  upgrades  at  no  additional  cost. 

Innovations  such  as  web  portals  for  customer  interaction, 
digital  paid  content  management,  integrated  &  optimized 
mapping,  demographic  import  and  export  facilities  and  ex¬ 
pansive  reporting  are  all  internal  features.  Call  us  today  to 
discuss  your  future — 800  544-4450 


press 


PressReader 

Contact:  Nikolay  Malyarov 
Phone:  +1  604  278  4604  ext.  559 
Email:  publishing@pressreader.com 
Website:  http://about.pressreader.com  | 
www.pressreader.com  | 


Company  Profile; 

PressReader  is  the  global  leader  in  multi¬ 
channel,  cross-platform  content  distribu¬ 
tion  and  monetization,  and  the  chosen 
partner  of  more  than  4,000  publishers 
from  over  100  countries. 

With  a  reach  of  over  250  million  users 
across  a  wide-spectrum  of  consumer  and 
business  market  verticals,  PressReader  is  a 
truly  borderless  global  network.  As  an  au¬ 
dience  and  revenue  development  partner, 
PressReader  helps  publishers  optimize 
their  distribution  mix  and  reach  intelligent 
news  readers  while  generating  digital  rev¬ 
enue.  With  a  user-centric  feature  set  that 
encourages  discoverability  of  new  con¬ 
tent,  publishers  can  take  advantage  of 
PressReader  to  reach  the  hard-to-reach 
and  engage  with  readers  in  deeper  ways. 

The  PressReader  technology  is  also 
available  as  a  fully  customizable  digital 
publishing  solution  to  help  publishers  of 
all  sizes  and  media  types  digitize  and 
monetize  their  content  on  all  devices  and 
platforms. This  award-winning  solution  of¬ 
fers  an  enhanced  digital  edition  experi¬ 
ence  with  its  intelligent  multimedia 
features  and  functionality. 


Benefits  to  publishers 

I  •  Expand  your  platform  support  and  reach  new  and  incremental 
I  readers  across  all  platforms  including  web,  iOS,  Android, 
Android  for  Amazon,  Windows  8  and  BlackBerry  1 0 
I  •  Capitalize  on  PressReader's  digital  expertise  to  monetize  your 
!  content  and  diversify  audience  and  revenue  development 
'  opportunities 

I  •  Work  with  a  strong  technology  partner  with  a  proven  track 

i  record  of  powering  over  2,000  branded  sites  and  applications 

I  across  multiple  platforms 

•  Reinvent  end  user  reading  experience  for  your  loyal  readers 
and  develop  a  cross-platform  strategy  aligned  with  their  own 
readers'  reading  needs,  anywhere  and  anytime 

•  Understand  your  readers,  know  who  the  most  profitable 
customers  are  and  benefit  from  comprehensive  reports  and 
analytics 

•  Place  your  content  in  front  of  millions  of  new  readers  through 
PressReader's  diverse  distribution  channels  -  thousands  of 
libraries,  hotels,  airlines  and  other  businesses  worldwide 

•  Allow  your  publication(s)  to  be  readily  available  for  download 
on  millions  of  tablets  and  smartphones  in  which  PressReader 
newsstand  is  preloaded  on  and  the  growing  list  of  leading 
manufacturers  includes  ASUS,  Acer,  HTC,  LG,  HP,  BlackBerry  and 

,  Samsung 

•  Create  new  added  value  for  readers  by  incorporating 
multimedia  enhancements  into  your  digital  editions,  and  this 
includes  rich  media  embedded  videos,  audio,  photo  galleries, 
and  easy  integration  with  third-party  applications 
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Libercus 

Simply  publishing 


E.  Viddal  &  Associates 
Website:  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 

Libercus  was  built  to  address  the  specific  challenges  facing  the 
media  business.  With  our  innovative  implementation,  support, 
and  consumption-based  pricing  models,  we  WILL  lead  the 
industry  forward. 

How  would  a  newspaper  benefit  from  your  product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions  to  life. 
Generate  ad  revenue  through  profile-based  and  geo-targeted 
ads,  dynamic  and  searchable  electronic  inserts,  and  video  with 
pre-,  mid-,  and  post-roll  adds,  all  in  the  context  of  an  electronic 
newspaper  replica. 


Why  should  a  newspaper  choose  your  solution? 

It’s  time  to  leave  behind  the  old  ways  of  doing 
things:  complex  software,  separate  systems  for 
different  publishing  platforms,  expensive  on-site 
infrastructure.  Libercus  delivers  content  where 
readers  want  it.  This  drives  readership,  increases 
revenue,  simplifies  support  and  reduces  cost. 

What  differentiates  you  from  your  competitors? 

Libercus  was  created  to  operate  natively  in  the 
cloud.  In  conjunction  with  Microsoft  Azure,  it  is 
unbeatable  for  economy  of  scale,  resilience,  and 
ease  of  use.  Combining  the  digital  and  print 
production  process  into  one  system,  all  Libercus 
functions  are  accessible  through  web  browsers, 
reducing  the  cost  of  IT  equipment  and 
maintenance. 


ArehivelnABc^^^ 


Archive  In  A  Box  Website: 

Contact:  Mike  King  www.Archi\ 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox^*^  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible. Contact  us  today. 


lURN  DISIKIliUnON  CHALLtNGtS  IMIO 

BUSINESS  OPPORTUNITIES 


Publishers  Circulation  Fulfillment,  Inc.  (PCF) 
Contact:  Sales  Phone:  1-877-723-6668 
E-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 

Company  Profile 

For  30  years,  PCF  has  been  the  proven  leader  in  all  operational  aspects  of  print  distri¬ 
bution  for  some  of  the  country's  major  newspapers.  As  one  of  the  largest  home  delivery 
and  distribution  service  providers  in  the  United  States,  PCF  helps  publications  of  all  sizes 
reduce  costs,  expand  or  maintain  their  delivery  footprint,  and  stabilize  service  to  improve 
subscriber  retention.  PCF  has  the  unrivaled  depth  of  knowledge  and  expertise  needed  to 
successfully  support  print  distribution  operations  in  today's  ever  changing  landscape. 

With  PCF  as  a  partner,  publishe5  can  offload  daily  operational  headaches,  and  refocus 
resources  on  managing  results  and  pursuing  growth. 

Benefits  to  a  newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support  growth  and 
operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery  options,  serv¬ 
ing  a  wide  range  of  printed  media  -  including  dailies,  weeklies,  newspapers,  mag¬ 
azines,  free  publications,  Sunday  Select  and  more.  PCF  serves  more  delivery 
options  than  ever,  including  single  copy  and  bulk,  total  market  coverage, select 
market  coverage,  zoned  delivery,  and  of  course,  traditional  home  delivery. 

Call  1-877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 


News 


.com 


Newspapers.com 

355  South  520  West, 

Suite  250, 

Lindon,  UT  84042 

Contact:  Brent  Carter, 
Director  of  Business 
Development 
Phone:  801-494-6527 
Fax:801-494-6490 
E-mail: 

bcarter@newspapers.com 

Website: 

www.newspapers.com 

Company  Profile 

Newspapers.com  is  a  business  unit  of 
Ancestry.com  and  is  the  online  home  of 
51 + million  pages  of  historical 
newspapers  from  morethan1900 
newspapers  from  around  the  United 
States  and  beyond.  The  site  serves  the 
genealogy  community  by  making  it 
easy  and  convenient  to  search  or 
browse  the  collection  for  news,  notices 
of  births,  marriages  and  deaths,  sports, 
comics  and  much  more. 
Newspapers.com  partners  with 
archives  and  publishers  across  the 
country  to  digitize  millions  of  pages 
each  month  through  its  customized 
Powered  by  Newspapers.com  solution. 


Benefits  to  a  Newspaper 

•  Uniquely  position  a  newspaper  to  increase  revenue  from  its  archive. 

•  Offer  a  no-cost  solution  to  the  digitization  and  monetization  of  historical 
newspapers  through  a  highly  favorable  partnership. 

•  Allow  a  newspaper  to  sell  digitized  and  indexed  images  directly  into  the 
consumer  market,  make  it  part  of  your  bundle,  introduce  it  as  a  new  product, 
or  integrate  it  directly  into  an  article. 

•  Help  your  archives  come  to  life  on  Newspapers.com's  state  of  the  art  site, 
including  a  high-tech  image  viewer  and  an  easy  way  to  save  and  share  your 
discoveries. 

•  Removes  the  barriers  to  researching  historical  articles  and  allows  journalists 
to  simply  search  the  archive  by  topic,  name,  date,  or  place. 

•  Enrich  your  stories  with  the  historical  context  that  can  be  found  in  this 
mountain  of  historical  information. 

Why  companies  choose  you 

Newspapers.com  brings  new  ideas  and  customized  solutions  to  historical 
newspapers.  The  unique  alignment  of  goals  between  newspapers  and  genealogy 
results  in  an  arrangement  that  is  truly  a  win-win  proposition. 

How  you  are  different 

•  Highly  motivated  and  engaged  in  marketing  and  monetizing  newspaper 
archives  for  publishers 

•  Will  work  hand-in-hand  to  find  the  right  solution  to  add  the  most  value  to  the 
customer 

•  Focus  on  customer  engagement  and  interaction 
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CCI  Europe  Inc.  Phone:  +1  770  420  1 1 00 

3550  George  Busbee  E-mail:  info@ccieurope.com 
Parkway  NW  Website:  www.ccieurope.com 

Kennesaw,GA  30144 

Who  We  Are 

CCI  is  a  leading  provider  of  editorial  and  advertising  solu¬ 
tions  for  multimedia  news  environments.  Our 
products  are  the  most  robust  and  powerful  systems  in 
the  industry,  and  are  implemented  in  news  organizations 
across  five  continents. 

We  provide  the  platform  to  support  evolving  needs  of 
the  world's  largest  news  organizations,  and  scalable 
solutions  to  help  growing  media  brands  optimize  their 
business  strategies.  Constant  innovation  and  strong 
customer  commitment  remain  the  cornerstones  of  CCI's 
business  model. 


CCI  NewsGate 

What  differentiates  you  from 
your  competitors? 

CCI  offers  NewsGate,  which  is  a  media-neutral  edito¬ 
rial  Content  Management  System  in  the  sense  that 
you  use  the  same  set  of  tools  to  produce  stories  for 
print  and  digital  media. The  planning  processes, the 
templates  and  the  workflows  are  the  same  type, 
whether  you  work  with  content  for  a  printed  paper,  a 
website,  mobile  or  tablet  product.  So  multiple  media 
means  new  and  different  ways  of  telling  a  story.  It 
does  not  mean  new  tools  to  master. 


BetterBNC®  is  the  industry  standard  online  journalism 
contest  platform  used  by  150  newspaper  associations, 
press  clubs  and  broadcaster  groups  representing  over 
20,000  journalists  and  trades  people. 

BetterBNC  exclusive  features: 

Contestant  Managers'^  Senior  managers  and  editors 
control  who  and  what  is  entered  for  their  organization. 

NEW!  Revenue  Manager  Track  &  manage  entry  fees 
paid  by  credit  card  or  check,  including  by  department. 

Open  CalP  Your  best  work  is  "open”  to  a  world  of 
entry  opportunities  across  multiple  contests. 

NEwi  Cloud  Scrapbooks  Save  copies  of  your  best  work 
all  year  long  with  free  cloud  storage. 

NEWI  Awards  Manager  Publish  your  award-winning 
work  on  your  own  free  web  pages. 


Reach  Decision  Makers 


Is  Explaining  Your  New-media 
Business  to  Newspaper  Executives 
a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough 
for  publishing  executives  to  keep  current  with  products 
and  services  provided  by  new-media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&Ps  Business 
Directory,  please  contact: 

E&P  Sales 

(949)  660-6150,  ext.  214 
sales@editorandpublisher.com 


E&P 

KniTORWi’UBLISHER. 


Fff^P  CLASSIFIED  ADVERTISING 


Phone:  800-887-1615 


Appraisers 


E-mail:  classifieds(a)editorandpublisher.com 


Fax:  866-605-2323 


Appraisers 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence! 
WVVW.KAMENGROUP.COM 
Follow  us  on  twitter  at  www.twltter.com/komengroup 

Customized  User-Friendly  25  Page  Appraisals  &  Business  Plans. 

The  Leaders  in  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers 
New  York  (516)379-2797  •  Email:  lnfo.!vKamen(jroup.com 
•  Expert  Valuation  Witness  •  Acquisitions  -  Mergers  -  Sales 
>  Appraisals  For  All  Print  &  Digital  Media 
•Website,B2B&  Listing  Co.  Valuations  •  Worldwide  Service 
626  KXR  Plaza,  West  Tower,  6th  Floor,  Uniondale  NY  1 1556 


KAMEN  &  CO.  GROUP  SERVICES 

There  is  one  reason  why  our  firm  appraised  more 
publishing  entities  the  past  5  years  than  any  other... 

Performance. 


516-379-2797  •  info@KamenGroup.com 


Publications  For  Sale 


Publications  For  Sale 


KAMEN  &  CO.  GROUP  SERVICES 

Family  owned  New  Mexico  Newspaper  &  Shopper  founded  in  1 948, 
NY  publishing  landmark  Shopper  from  wealthiest  US  market, 
Wake  County  NC  Weekly  Shopper  &  Auto  Magazine,  Central  FL 
Parent/Family  Magazine,  New  Mexico  GREEN/Environmental 
Newspaper,  TN  Magazine  Focusing  on  Locals,  Bi-Monthly  Industrial 
&  Technical  Mag,  South  Carolina  Dining  &  Entertainment  Magazine. 


516-379-2797  •  info^KamenGroupxom 


Whose  voice  do 
industry  leaders  seek? 

Just  ask  them. 

"Kevin  Kamen  works  relentlessly.  Whenever  he  speaks  about 
the  publishing  business  or  companies,  I  pay  close  attention." 

-  Paul  Tash  (Mr.  Tash  is  Chairman  of  the  Pulitzer  Board 
and  CEO/Chairman  of  the  Tampa  Bay  Times.)  August  1,2014 

"Kevin  Kamen  is  one  of  the  world's  best-known  and  most 
prolific  brokers  of  media  properties  and  companies." 

-  Gypsy  C.  Gallardo,  CEO/Publisher  of 
The  Power  Broker  Magazine,  July  30, 2014 


Whose  judgement  do  they  trust? 

"Kevin  Kamen  correctly  predicted  as  far  back  as  201 0  that 
a  buyer  would  be  willing  to  pay  $42  million  to  $51  million  for 
The  Journal ...  'They  paid  about  $4  million  to  $5  million  more 
than  they  should  have/  Kamen  told  WPRI.com  ...  Kamen 
suggested  Gatehouse  was  motivated  to  pay  a  premium  in 
part  to  ensure  a  competing  newspaper  chain  didn't  get  The 
(Providence)  Journal  instead." 

-  Ted  Nessi,  WPRI 12,  Providence,  Rhode  Island,  July  23, 2014 


Getting  it 
right  matters! 


Considering  selling  your  publication? 
You  should  have  your  title  financially  valued 
correctly  and  listed  for  sale.  Call  or  come  visit 
Kamen  &  Co.  Group  Services  to  assist  you. 


Mnfo@kannengroup.com  www.kamengroup.com 

KAMEN  &  CO.  GROUP  SERVICES 

:^NY  (516)379-2797  •  FL  (727)786-5930 » FAX  (516)379-3812 
626  RXR  Plaza,  Uniondale,  NY  1 1 SS6 


Phone:  800-887-1615 


E©P 


Fax:  866-605-2323 


Help  Wanted 


Help  Wanted 


Help  Wanted 


Help  Wanted 


ASSISTANT 

ADVERTISING  DIRECTOR 

Free  Lance-Star  Publishing,  LLC  is  a 
multi-media  company  located  in 
beautiful  and  historic  downtown 
Fredericksburg.  This  growing  area, 
nestled  between  Washington  D.C. 
and  Richmond,  is  one  of  the  coun¬ 
try's  finest  places  to  live  with  much 
to  offer.  And  it's  a  great  place  to  raise 
a  family.  We  are  located  just  a  few 
hours  from  many  fine  beaches  and 
mountains  and  some  of  the  most 
beautiful  scenery  in  the  country. 

Our  organi2ation  includes  our  award 
winning  newspaper.  The  Free  Lance- 
Star;  Star  Radio  Group  -  WFLS,  WVBX, 
WWUZ  and  WNTX  AM/FM;  federicks- 
burg.com  and  Print  Innovators,  a  pre¬ 
miere,  one-of-a  kind  commercial 
printing  facility  with  state  of  the  art 
technology. 

We  are  seeking  a  dynamic  professio¬ 
nal  to  help  lead  our  sales  team.  The 
Assistant  Advertising  Director  of 
Sales  works  side  by  side  with  team 
members  in  the  office  and  on  client 
sales  calls  to  assist  in  serving  their 
customers,  to  compete  effectively 
and  in  achieving  their  sales  goals. 

The  successful  candidate  must  have 
a  proven  ability  to  develop  new  busi¬ 
ness,  sell  consultatively  and  to  sell 
multi-platform  (multi-media)  cam¬ 
paigns.  A  working  knowledge  of 
computer  and  internet  technologies 
is  essential.  Qualifications  desired  in¬ 
clude  a  bachelor's  degree  in  a  related 
field  and  a  minimum  of  two  years  su¬ 
pervisory  or  management  experi¬ 
ence  in  a  customer  service  environ¬ 
ment. 

We  offer  a  very  competitive  compen¬ 
sation  package  and  excellent  bene¬ 
fits. 

Qualified  candidates  may  apply 
online  at  fredericksburg.com/jobs 


CIRCULATION 
MARKETING  MANAGER 

Our  family-owned  media  company  is 
seeking  a  Circulation  Marketing  Man¬ 
ager.  The  Circulation  Marketing  Man¬ 
ager  will  join  the  Director  of  Circula¬ 
tion,  the  Circulation  Operations  Man¬ 
ager  and  a  marketing  team  in  their 
mission  to  grow  readership  and  cir¬ 
culation  revenue,  both  print  and 
digital,  for  our  Pacific  Northwest 
company.  EO  Media  Group  consists 
of  11  print  publications  in  Oregon 
and  SW  Washington,  along  with  a 
strong  web  presence,  including 
some  web-only  publications.  The 
publications  include  dailies,  weeklies 
and  specialty  publications. 

The  ideal  candidate  will  be  a  proven 
and  creative  sales  and  marketing 
leader.  You  should  be  a  pro  at  re¬ 
search  and  analysis  and  be  proficient 
with  data  to  create  and  monitor  ef¬ 
fective  sales,  promotion  and  reten¬ 
tion  programs.  You  will  oversee  mar¬ 
keting  staff,  work  closely  with  design 
staff  and  coach  and  inspire  local  cir¬ 
culation  management.  Unlike  other 
audience  development  positions, 
you  will  not  be  responsible  for  deliv¬ 
ery  and  carriers.  A  combination  of  a 
solid  understanding  of  traditional  cir¬ 
culation  principles,  digitally-focused 
marketing,  data  analysis,  sales  tech¬ 
niques  and  the  ability  to  lead  change 
through  education  and  positive  in¬ 
teractions  with  others  is  necessary  to 
succeed  in  this  position. 

The  position  is  based  in  Salem,  Ore¬ 
gon,  just  one  hour  from  the  ocean, 
the  mountains  and  Portland.  Travel 
within  our  circulation  region  is  re¬ 
quired.  Benefits  include  Paid  Time 
Off  (PTO),  insurances  and  a 
401  (k)/Roth  401(k)  retirement  plan. 

Send  resume  and  letter  of  interest 
including  your  salary  requirements 
to  EO  Media  Group,  PO  Box  2048, 
Salem,  OR  97308-2048, 
by  fax  to  (503)371-2935 
or  e-mail  hr@eomediagroup.com 


FOR  SALE 

•  12-unit  SC/SSC  COMMUNITY  press 
•9-unit  GOSS  SC  press  -  available  December  2014 
•7-unlt  COMMUNITY  with  UOP  unit  3-color  printing  unit 
•  13-unlt  URBANITE  with  tri-color  printing  unit 
»4-unlt  Harris  VISA  rubber  roilers  narrowed  to  print  25”  web 


NEWSPAPER  MACHINERY  LLC 

(913)  492-9050  •  inmc1@inlandnew8.com  *  www.inlandnews.com 


CIRCULATION  VICE-PRESIDENT 

The  Akron  Beacon  Journal/Ohio.com, 
an  award-winning  multimedia  com¬ 
pany,  is  seeking  a  circulation  vice 
president.  The  current  VP  is  retiring. 
The  Beacon  Journal  is  in  the  midst  of 
energetic  change  and  needs  a  leader 
who  can  help  foster  this  spirit.  This 
person  will  develop  and  execute 
plans  to  advance  audience  on  all  lev¬ 
els.  Opportunities  are  endless  and  we 
need  someone  to  seize  new  markets 
and  revenue  streams. 

If  you  have  demonstrated  a  history  of 
taking  charge,  have  an  entrepreneu¬ 
rial  spirit  and  can  lead  in  a  positive 
manner,  this  is  an  ideal  position. 
Strong  customer  service  background 
and  commitment  along  with  the  abil¬ 
ity  to  identify  demographic  and  re¬ 
gional  opportunities  are  integral 
skills.  We  are  looking  for  not  just  a  VP 
of  circulation,  but  a  leader  who  can 
help  contribute  to  the  mission  of  the 
entire  news  organization,  someone 
with  a  strong  grasp  of  the  whole 
business.  You  will  need  to  motivate, 
innovate  and  move  quickly.  The  in¬ 
dustry  is  in  transition  and  we  are 
looking  for  fresh  thinkers  who  can  fix 
old  problems  with  new  processes 
and  ideas. 

To  apply,  email  resume  to: 

Jhunter@thebeacortjourtjai.com 


ESP 

EDITORer  PUBLISHER 

HELP 
WANTED 
AD  SPECIAL! 

Up  to  100  words: 

$50“ 

Additional  copy: 

$25.®® 


For  more  informatiort 
or  to  place  an  ad,  call  Jon  at 

1-800-887-1615 


MANAGING  EDITOR 

The  Register-Star,  a  small  daily  morn¬ 
ing  newspaper  located  in  New  York's 
beautiful  Hudson  Valley  is  searching 
for  a  talented,  energetic  and  aggres¬ 
sive  newsroom  leader  to  inspire  and 
guide  our  staff.  The  Register-Star 
publishes  in  print  five  days  and  on 
our  web  site,  www.reaisterstar.com. 
seven  days  a  week. 

We  are  seeking  an  experienced  jour¬ 
nalist  who  will  work  closely  with  the 
executive  editor,  become  engaged  in 
our  community  and  recognizes  the 
important  role  a  newspaper  plays  in 
the  community.  We  need  someone 
who  has  a  strong  commitment  to  — 
and  experience  with  —  community 
journalism. 

Applicants  must  demonstrate  strong 
writing  skills  and  editing  ability.  A 
successful  candidate  for  the  manag¬ 
ing  editor  position  will  have  a  nose 
for  news,  the  ability  to  teach,  edit 
copy,  design  eye-appealing  pages, 
communicate  effectively  and  possess 
the  desire  to  be  the  very  best. 

We  need  a  community-oriented  edi¬ 
tor  who  will  oversee  the  day-to-day 
newsgathering,  editing  and  layout 
process  while  helping  position  the 
paper  for  success  in  a  new  media 
age. 

Responsibilities  include,  but  are  not 
limited  to,  assigning  and  editing  sto¬ 
ries,  layout  and  (design  of  pages, 
posting  to  website.  Experience  with 
QuarkXPress  is  an  absolute  must. 

The  ideal  applicant  will  have  prior 
editing  experience  as  well  as 
previous  experience  in  a  supervisory 
role.  We  are  looking  for  an  innovator 
who  isn't  afraid  of  hard  work  and  has 
the  ability  to  think  and  act  outside 
the  box.  A  winning  candidate  will 
also  have  strong  organizational  and 
planning  skills.  Knowledge  of 
running  a  desk,  good  coaching  skills, 
excellent  story-idea  generation  and 
strong  critical  thinking  skills  will  also 
help  the  right  candidate  succeed. 

The  right  candidate  will  have  a  posi¬ 
tive,  upbeat  personality  and  is  a  team 
builder  as  well  as  a  team  player. 

When  applying  please  include  writ¬ 
ing  samples,  including  at  least  one 
opinion  piece,  and  page  design  sam¬ 
ples. 

Send  resume  and  samples  to 
Columbia-Greene  Media 
personnel  administrator, 

One  Hudson  City  Centre,  Suite  202, 
Hudson,  NY  12534,  or  via  email  to 
cgmjobs@registerstar.com. 

No  phone  calls  please. 


TO  PLACE  AN  AD,  CALL: 

1-800-887-1615 


/ 
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Help  Wanted 


PRESS  ROOM  SUPERVISOR 

If  you  thrive  in  a  fast-paced  environ¬ 
ment,  if  you  have  newsprint  in  your 
soul  and  ink  in  your  veins,  and  if  you 
want  to  work  at  a  company  that's  on 
the  cutting  edge  of  newspaper  pub¬ 
lishing  —  then  The  Columbus  Dis¬ 
patch  wants  to  hear  from  you! 

Our  Production  Department  is  seek¬ 
ing  an  experienced  Press  Room  Su¬ 
pervisor.  This  person  will  assist  with 
the  direction  of  the  workforce  and 
daily  work  flow  of  the  press  room,  in¬ 
cluding  scheduling,  work  assign¬ 
ment,  equipment  utilization,  training, 
budgeting,  and  policy/contract  com¬ 
pliance. 

In  addition  to  experience  in  the 
above,  the  ideal  candidate  will  have 
experience  in  a  unionized  work  envi¬ 
ronment,  knowledge  of  Advertising, 
Packaging  and  Circulation  operations 
and  be  adept  in  Microsoft  applica¬ 
tions.  We  are  looking  for  someone 
with  strong  leadership  ability  who 
can  deal  effectively  with  employees 
as  well  as  outside  vendors  and  sup¬ 
pliers, 

We  offer  a  positive  work  environ¬ 
ment  with  state-of-the-art  equip¬ 
ment  and  an  attractive  compensa¬ 
tion  and  benefits  package. 

If  you  are  interested  in  this 
challenging  role,  please  apply  now 
at:  dispatch.com/careers 
We  are  an  Equal  Employment 
Opportunity  Employer. 


PUBLISHER 

The  Hammond  Daily  Star  is  seeking  a 
publisher  to  lead  the  six  day  daily 
newspaper  operation.  Hammond  is  a 
growing  newspaper  market  and  re¬ 
quires  a  progressive  publisher  that 
loves  newspapers  and  newspaper  re¬ 
lated  products.  Great  department 
managers  in  place  and  an  opportuni¬ 
ty  to  work  with  one  of  the  best  news¬ 
paper  companies  in  America. 

If  you  have  publisher  experience 
and  would  like  to  apply  for  this 
position,  send  your  resume  along 
with  a  cover  letter  to 
dmosesso&jonesborosun.com 
explaining  why  you're  a  perfect 
fit  for  this  position. 


What's  the  worst  that  can 
happen  if  you  don't  advertise? 

NOTHING! 

EGfP 


C’ditorandpublishorcom 


Help  Wanted  Help  Wanted 


PUBLISHER 

Are  you  an  Advertising  Director  or 
experienced  sales  professional  look¬ 
ing  to  advance  in  your  career?  If  so, 
we  have  a  great  opportunity  for  you 
to  lead  a  group  of  award-winning 
community  newspapers  that  pro¬ 
duce  high  quality  local  content  and 
innovative  marketing  solutions. 

APG  Media  of  Southern  Minnesota, 
LLC  is  looking  for  a  Publisher  to  lead 
a  cluster  of  weekly  newspapers-St. 
Peter  Herald,  Le  Sueur  News-Herald, 
and  Le  Center  Leader-located  60 
miles  south  of  the  Twin  Cities  and  15 
miles  north  of  Mankato  in  St.  Peter,  MN. 
In  this  multi-faceted  role,  your  pri¬ 
mary  responsibility  is  to  lead  and 
train  a  team  of  multimedia  sales  con¬ 
sultants  in  growing  advertising  reve¬ 
nues  through  the  company's  portfo¬ 
lio  of  print  and  digital  products.  You 
also  serve  as  digital  sales  specialist  to 
grow  digital  agency  services  reve¬ 
nues  in  our  core  and  secondary  mar¬ 
kets  through  some  personal  sales 
and  4-legged  sales  calls  with  staff. 

As  Publisher,  you  play  a  critical  lead¬ 
ership  role  in  the  community  and 
serve  as  the  public  face  of  the  news¬ 
papers.  As  such  you  will  assist  the  re¬ 
gional  managing  editor  who  man¬ 
ages  the  newsroom  operations  and 
have  general  oversight  of  the  news¬ 
paper  offices. 

The  ideal  candidate  will  have  strong 
sales  leadership  skills  and  enjoy 
working  directly  in  the  field  with 
staff.  This  person  has  a  passion  for 
helping  customers  grow  their  busi¬ 
ness  through  needs  analysis  and 
crafting  marketing  solutions  as  well 
actively  participate  in  community 
events  and  service  organizations. 
Candidates  must  have  3-5  years  sales 
leadership  experience  with  a  proven 
track  record  of  sales  performance;  ex¬ 
cellent  managerial  and  organization¬ 
al  skills:  ability  to  successfully  plan 
and  execute  revenue  strategies;  be 
digitally  savvy;  and  thrive  in  a  posi¬ 
tive,  hands-on  environment. 

APG  Media  of  Southern  Minnesota, 
LLC  is  a  division  of  family-owned 
Adams  Publishing  Group,  with  10 
community  newspapers,  17  websites, 
shopping  guides,  magazines,  a  digi¬ 
tal  agency  and  commercial  printing 
facility  in  southern  Minnesota. 
Adams  Publishing  Group  also  owns 
newspapers  in  northern  Minnesota, 
Wisconsin,  Ohio  &  Maryland  as  well 
as  other  media  &  non-media  operations. 
We  offer  a  competitive  salary  pack¬ 
age  commensurate  with  experience 
and  benefits  that  include  health  in¬ 
surance,  paid  time  off  and  401 K  with 
match. 

if  you  are  interested,  please  email 
your  resume  and  cover  letter  to  VP 
of  Sales  &  Marketing  Julie  Frazier: 
jfrazier(s>wasecacour>tynews.com 
EOE 


PUBLISHER, 

ENNIS  DAILY  NEWS 
ENNIS,  TEXAS 

Fackelman  Newspapers  seeks  entre¬ 
preneurial-type  media  professional 
for  the  position  of  Publisher  at  our 
five-day  daily  community  newspaper 
in  Ennis,  Texas,  Ennis  Daily  News.  This 
position  is  available  and  open  imme¬ 
diately.  You  will  direct  and  lead  the 
staff,  work  with  the  public,  please  the 
advertisers  and  satisfy  the  readers. 
The  successful  applicant  will  be  able 
to  demonstrate  a  proven  track  record 
of  ability  to  oversee  the  production 
of  quality  local  community  Journal¬ 
ism  (be  it  online  or  in  print)  while 
producing  a  respectable  financial  re¬ 
turn.  Ability  to  drive  advertising  sales 
and  circulation  gains  of  print  and 
electronic  versions  will  be  essential 
as  that  will  be  your  goal.  Oversight  of 
offset  printing  facilities  on-site  also 
required.  We  offer  competitive  salary 
and  bonus  for  performance  and  the 
opportunity  to  build  and  grow  with 
us  into  a  solid  future.  Ideal  candidate 
will  be  well  versed  in  multiple  areas 
of  daily  operations  and  unafraid  to 
learn  the  areas  in  which  they  may  not 
already  excel  by  employing  energy, 
enthusiasm  and  cooperation.  We 
welcome  up-and-comers  in  higher 
mid-level  positions  to  inquire.  If  you 
believe  in  the  future  of  the  communi¬ 
ty  news  business  and  want  to  secure 
your  future  with  a  proven  newspaper 
company  emphasizing  longevity,  loy¬ 
alty,  and  commitment  to  operations 
on  the  local  level  -  join  us!  We  strive 
unashamedly  for  success  and  we  ap¬ 
preciate  hard  work  and  dedication. 
Please  inquire  via  resume  and 
cover  letter  to:  Marc  A.  Richard, 
President,  Fackelman  News  Group, 
Inc.  at  e-mail: 

fackelmangroup&gmail.com 
We  look  forward  to  hearing  from 
you! 


CLASSIFIEDS 


Advertise  your  business 
or  service  for  as  low  as 

$35.00 

per  month! 


For  more  info,  call 

1-800-887-1615 


^  Help  Wanted 


SPORTS  EDITOR 
OPPORTUNITY  TO 
MAKE  YOUR  MARK 

The  Sports  Editor  we  seek  will  be  a 
dynamic  professional  who  under¬ 
stands  that  local  and  prep  are  key  to 
a  vital  community  sport  section  that 
delivers  in  a  suburb  of  Los  Angeles, 
one  of  the  nation's  largest  sports 
markets.  Our  Sports  Editor  will  be  a 
planner  who  can  communicate  a  vi¬ 
sion  and  inspire.  You  will  lead  a  tal¬ 
ented  young  staff  of  reporters.  Suc¬ 
cessful  candidate  will  have  an  eye  for 
design  and  grasp  of  a  diverse  report 
that  includes  community  and  youth 
sports.  Our  writers,  photographers 
and  editors  win  numerous  awards 
and  we  require  a  seasoned  sports 
journalist  with  initiative,  creativity, 
and  a  desire  to  build  on  solid  ach¬ 
ievement.  The  Antelope  Valley  Press 
Sports  section  earned  best  overall  in 
its  circulation  class  from  California 
Newspaper  Publishers  Association. 
Compensation  based  on  experience 
and  demonstrated  achievement; 
benefits  excellent,  standards  high. 
Our  location,  90  minutes  from  the 
beach  with  close  access  to  mountain 
winter  and  outdoor  sports,  offers 
great  Southern  California  geography. 
To  apply,  send  resume,  clips, 
and  references  to; 
Antelope  Valley  Press, 

P.O.  Box  4050, 

Palmdale,  CA  93590-4050  or 
e-mail  to  personnel@avpress.com 


SPORTS  WRITER 
FOR  LA.  COUNTY  DAILY 

The  Antelope  Valley  Press,  a  dynamic 
General  Excellence  suburban  daily 
newspaper  in  North  Los  Angeles 
County,  seeks  a  hard-working  sports 
reporter  to  cover  prep  and  communi¬ 
ty  sports  with  an  eye  to  breaking  sto¬ 
ries,  good  features,  and  enterpreise 
reporting.  The  successful  prospect 
has  clips  that  show  detail,  fresh  ap¬ 
proach,  ability  to  report  the  entire 
story  and  writing  that  won't  let  a 
reader  put  down  the  paper.  Respon¬ 
sibilities  of  this  position  include  re¬ 
porting,  writing,  copy  editing,  and 
meeting  firm  deadlines.  Ability  with 
camera  needed.  Experience  at  small 
daily  or  quality  weekly  a  plus.  Jour¬ 
nalism  degree  or  related  discipline. 
Will  consider  promising  recent  grad¬ 
uate  who  performed  similar  duties 
for  good  campus  publication.  Flexi¬ 
ble  work  schedule. 

Send  resume  and  clips  to 
Antelope  Valley  Press, 

P.O.  Box  4050, 

Palmdale,  CA  93590-4050  or 
e-mail  to  personnel@avpress.com 


www.editorandpubU5her.com 

DKCKMBKR  2014  |  E&P  |  81 


[~Shoptalk /commentary 


10  Strategic  Rules  for  the 
Digital  News  Business 

]iy  Bob  Atkinson 


Publishers  in  the  U.S.  and 
beyond  have  spent  much 
of  the  past  decade  looking 
for  new  business  models  in 
the  digital  news  era.  To  those  few 
twth  high  brand  value  and,  more 
importantly,  highly-valued  specialty 
content,  the  answer  can  be  relatively 
simple.  Put  up  a  hard  pa}^vall  and  sell 
print+digital  offerings  that  drive  new 
revenue  wthout  poaching  from  your 
existing  print  audience. 

But,  for  the  other  95  percent  of 
news  titles,  the  answers  are  less  clear. 
Ten  years  into  the  fray,  many  clients 
I  work  wath  share  a  reactive/tactical 
mindset.  The  key  elements  are  usually: 
cutting  costs  to  the  bone  (compromis¬ 
ing  product  quality)  and  rolling  out  a 
stream  of  new  product  packages  and 
promotional  schemes. 

With  this  in  mind,  a  few  key  strategic 
rules,  based  on  what’s  working  so  far ... 

1.  Content  is  still  king— stop  giving 
it  away 

People  still  want  news  and  opinion 
relevant  to  their  interests  and  needs.  If 
you  have  content  of  interest  to  an  au¬ 
dience— by  location  and/or  topic— it’s 
your  most  impoitant  asset  and  should 
not  be  given  away  lightly. 

2.  Be  current,  visual,  brief  and  look 
good  on  a  smartphone 

If  you  have  yesterday’s  (or  last 
week’s)  news  today  and  it  looks  bad 
on  a  smartphone  you’re  irrelevant 
to  much  of  your  audience.  Tradi¬ 
tional  ‘front  page’  interfaces  are  being 
replaced  wth  user-specific  content 
mixes  -  show  them  just  what  they  tell 
you  they  want. 


3.  News  is  a  multi-way 
communication 

Commenting  and  social-media 
sharing  are  table  stakes.  You  need 
to  tease  your  content  there  as  it’s 
developed.  If  you’re  behind  a  paj^^all, 
use  external  landing  pages  for  people 
arri\ing  from  the  social-media  posts. 
That  funnel  drives  trial  subscriptions. 

4.  Don’t  give  up  print  ad  dollars  for 
digital  ad  pennies 

Print  newspaper  advertising  is 
still  far  more  lucrative  than  digital 
advertising,  so  digital  news  offerings 
should  not  ‘poach’  fi'om  existing  print 
audiences. 

5.  Free  trials  work 

Free  or  (or  low-priced)  30-day  tri¬ 
als  digital  subscriptions.  The  signup 
process  must  be  fast  and  easy.  If  they 
enjoy  three  well-timed  e-mail  or 
text  touch  points  during  the  trial  are 
essential.  And  they  must  offer  value 
-  typically  bonus  content— not  just  a 
‘buy  now’  message. 

6.  Get  out  of  the  ‘page  view  rat- 
race’ 

Low  Web  and  mobile  CP/M  ad 
rates  make  it  tough  to  build  revenue 
unless  you  deliver  millions  of  impres¬ 
sions  a  month.  Digital  subs  and  new 
online  advertising  products,  services 
and  pricing  models  are  the  answer. 
Site  or  section-level  sponsorships, 
native  ads  and  in-app/location-aware 
mobile  ads  are  important  new  revenue 
drivers. 

7.  Web  and  mobile  specialty 
products  are  important 

New  digital-only  vertical-market 
products  are  an  increasingly  impor¬ 


tant  strateg}'— sports,  real  estate, 
automotive,  lifestyle,  50+  and  health/ 
wellness  are  strong  verticals  in  most 
markets. 

8.  Old  content  can  still  make  money 

Re-packaging  and  re-selling  content 
you  already  have  can  be  lucrative.  Ar¬ 
chive  special  interest  content— local/ 
regional  news,  personalities,  sports, 
etc.— is  easily  re-packaged  into  new 
Web,  mobile  or  e-book  products  %vith 
high  profit  margins. 

9.  Measure  audience  behavior  and 
focus  on  the  numbers  that  matter 

Measuring  audience  behavior  is 
critical  to  keeping  content,  design 
and  features  in  line  wth  user  tastes. 
But  70  percent  of  what  I  see  in  typical 
anal>i;ics  reporting  for  news  organiza¬ 
tions  is  irrelevant.  User  engagement  is 
all  that  really  matters. 

10.  Fast  and  cost-efficient  tools 
make  it  easy  to  build  rich-media 
content 

Video,  slide  shows,  maps,  illus¬ 
trations  and  polls  or  surveys  are  all 
powerful  content  formats  to  drive 
engagement  and  traffic.  And  new  tools 
allow  non-technical  staff  to  build  them 
faster  and  easier  than  ever.  Journalism 
and  content  production  hare  merged, 
changing  news  departments  from 
vertical  (role-based)  to  horizontal 
(subject-based)  structures. 


Boh  Atkinson  is  a  distal  publish¬ 
ing  strategy  consultant  and  prin¬ 
cipal  atNexosstand21.  He  can  he 
reached  at  ba0347@gmail.com. 
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Dear  E&P  Readers: 


It  gives  me  great  pleasiired:0-^i|i^p 

announce  the  immediate  "  I 

'■  •■■■';.'  • 

•t  ^  A  n  :  TTrfi-ikVirT-' 


announce  the  immediate 

availability  of  our  new 
Multi- Screen  ad  offering! 


This  offering  enables  you  to  monetize  yo 
premium  display  inventory  at  top  tier  CR 
across  all  desktop,  tablet  &  mobile, diey^ 
you  will  love  our  flexible  woricing  tel 
Structure-:. 
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NEWSCYCLE  Solutions  was  formed  by 
the  combination  of  DTI,  5AX0TECH, 
ATEX  ADBASE,  and  MEDIASPAN 


NI  WSCYCLE  Solutions  deliv(M's  the  most  complete  range  of  sdllware 
solutions  for  the  global  nows  media  industry,  including  news  content 
management,  advertising,  circulation,  audience,  and  analytics. 

Newscycle  serves  more  than^7b0  media  companies  with  8,000 
properties  across  more  than  30  countries  on  6  continents. 


You  want  a  technology  partner  that  can  help  turn  - 
your  imagination  into  reality. 

Go  to  newscyclesolutions.com/demo  and  schedule  a  live  demo 


